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Independent Agency 
to Study Broadcast 
Circulation Sought 


New York, Feb. 16.—Supported by 
certain advertisers, agencies and sta- 
tions, a movement is under way to 
establish an independent agency to 
obtain and analyze radio reception or 
“circulation,” the findings of which 
will be made public. It has been sug- 
gested in some quarters that the 
Audit Bureau of Circulations be 
asked to extend its scope to “sta- 
tion audits.” 

The pot was brought to a boil, it 
appears, by the introduction of the 
machine invented by the Western 
Electric Company for testing signal 
strength, or determining the area 
throughout which a broadcast re- 
ceives first class reception. 

The Federal Radio Commission has 
used the device to make up some 
interesting maps. Radio advertisers 
have pored over them with great 
interest, while certain stations have 
looked on with delight and others 
with chagrin. Some of the machines 
have also been sold to consulting 
radio engineers, who have used them 
to secure data for a few stations to 
use for promotion. 

The end result of the advent of 
the machine has been to subject to 
critical scrutiny the state of affairs 
wherein several uncoordinated agen- 
cies with specialized viewpoints are 
measuring the effectiveness of radio 
advertising and stations through the 
study of different factors. 


All Studies Inconclusive 


The situation is especially irksome 
to agencies and stations, due to fear 


that some advertisers may be preju- 
diced in favor of certain sources of 
information or methods of research. 
All of the studies, they say, are in- 
conclusive when judged alone and 
incomplete as a single factor. 

The Cooperative Analysis of Broad- 
casting, sponsored by the Association 
of National Advertisers and carried 
on by Crossley, Inc., was begun 
three years ago, and has had as its 
principal purpose the study of “the 
radio life of the consumer,” i. e., 
listening habits and program prefer- 
ences. The data has helped adver- 
tisers judge the value of radio hours 
and programs, and, when properly 
analyzed, has been useful in deter- 
mining listener coverage. 

The reports are copyrighted by the 
A. N. A. Certain parts are available 
to the entire membership, but the 
complete findings are supplied only 
to subscribers, with the agreement 
they be held confidential. The sub- 
scribers, about 40 in number, are di- 
vided equally between agencies and 
large radio advertisers who are mem- 
bers of the A. N. A. They contribute 
about $50,000 a year, something more 
than $1,000 apiece. 

The program for the fourth year, 
now under consideration, will be 
taken up next month. 


Expense Will Be Great 


Advertisers, desiring more data on 
the medium are recommending that 
one of the existing surveys be com- 

(Continued on Page 10) 


Huge Roto Campaign Planned 
To Tie Up With World’s Fair 


Chicago, Feb. 16—The Century of 
Frogress, heralded as the biggest 
thing of its kind ever planned, has 
created the biggest advertising me- 
dium ever known in this country, it 
was divulged this week. 

With the McJunkin Advertising 
Company in charge, the Century of 
Progress is offering selected adver- 
tisers space in a four-page rotogra- 
vure section which will appear as 
part of one Sunday newspaper in 
“every city east of the Rocky Moun- 
tains boasting a population of 100,000 
or more. 

This means that the circulation 
will be larger than that of the most 
pretentious syndicated paper or 
magazine, with rates soaring in pro- 
portion. 

About one and one-half pages of 
space will be sold, the remainder of 
the four-page section being devoted 
to pictures portraying the wonders of 
the forthcoming Century of Progress, 
scheduled to open June 1. 

One of these four-page sections will 
be distributed in March, according 
to present plans. Two will appear in 
April, two in May and one in June. 

Advertising space is being offered 
| to national advertisers who already 
have a stake in the success of the 
Century of Progress through their 

elaborate investments, and who are 
| therefore willing to spend more 
money to bring crowds to the expo- 
sition. They will also profit from 
the travel created. 

Several large advertisers are re- 
|} ported to have signed up for this 

novel advertising venture. 


While the plan is sponsored by the 
Century of Progress, McJunkin Ad- 
vertising Company is its creator. The 
agency has refined a plan originated 
for Sheaffer Pen Company in 1930. 

At that time, Sheaffer wished to 
stage a national campaign in color 
rotogravure. Finding it available in 
only a few cities, the agency went 
out on the road and sold the idea to 
newspapers in 33 other centers. The 
result was that in many cities the 
Sheaffer display was the first roto- 
gravure advertising that had ever 
appeared in color. 

Many newspapers which hesitated 
to carry the Sheaffer campaign be- 
came so enthusiastic that color roto- 
gravure received the impetus which 
has brought it into such popularity 
in recent years. 

While details of the present plan 
have been altered, the idea remains 
substantially as used three years ago. 

It is understood the McJunkin 
agency will have charge of the me- 
chanical work in cities where the 
selected newspaper has no rotogra- 
vure facilities. Where a rotogravure 
section is a regular feature of that 
newspaper, it will handle the print- 
ing. 

The advertising in the Century of 
Progress rotogravure sections will be 
placed by the agencies regularly in 
charge. If General Motors Corpora- 
tion, for instance, participates, Camp- 
bell-Ewald Company will co-operate 
with the McJunkin Advertising Com- 
pany in securing the best possible 
results. 


RADIO LOTTERY 
LAW TIGHTENED 
BY THE SENATE 


Other Changes in Basic Law 
Are Proposed 


Washington, D. C., Feb. 15.—The 
broadcasting of information “con- 
cerning any lottery, gift enterprise, 
or similar scheme, offering prizes de- 
pendent in whole or in part upon lot 
or chance” will be regulated in the 
same manner as publication of such 
information is now regulated in news- 
papers, under the terms of an amend- 
ment to the House radio bill which 
was passed by the Senate Feb. 10. 

The bill, which now goes to con- 
ference between the House and Sen- 
ate, amends the basic radio law of 
1927. 

In explaining the lottery amend- 
ment, Senator Dill of Washington 
said: “The committee does not 
think that the United States should 
permit any radio station, licensed and 
regulated by the government, to en- 
gage in such unlawful practices. Fur- 
thermore, the broadcast of such in- 
formation is unfair to the newspapers, 
which are forbidden the use of the 
mails if they contain such informa- 
tion.” 

Another amendment made to the 
bill is intended to give the Radio 
Commission some supervision over 
programs originating in the United 
States which are broadcast from 
neighboring countries. Proposed by 
Senator Vandenburg of Michigan, the 
amendment is intended to require 
that such programs, which are aimed 
at listeners in this country, shall be 
subject to such rules and regulations 
as the commission may prescribe. 


Sets Fixed Term 


The amended bill provides for a 
fixed term for the chairman of the 
Radio Commission, instead of leav- 
ing it indefinite, and also provides 
for a vice-chairman. The provisions 
of the House bill were changed in the 
Senate to restrict the use of exam- 
iners in holding hearings. 

(Continued on Page 10) 


Black Jack Returns 
to National Field 
With Former Appeal 


New York, Feb. 16.—Taking inspi- 
ration from the unique qualities of 
its various brands, the American 
Chicle Company is introducing sev- 
eral innovations in separate cam- 
paigns on Black Jack, Tempters and 
Dentyne. 

The first national copy on Black 
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This advertisement, used 10 years 
ago, pulled 55,000 entries. 


Jack in six years will appear this 
month in three weeklies and two 
monthlies, supplanting the newspa- 
per advertising which had been con- 
tinued in localities where the brand 
is especially popular. This campaign 
is in charge of Cecil, Warwick & 
Cecil, while Badger and Browning & 
Hersey continue to place the remain- 
der of the company’s copy. 

The Black Jack copy plan is essen- 
tially a continuation of the magazine 
advertising of six years ago featuring 
human interest paintings by famous 
artists. The first illustration, en- 
titled, “Aw, Kitty, you know I like 
licorice,” shows a middle-aged man, 
arms filled with bundles, stretching 


for a stick of Black Jack held tempt- 


Last Minute News Flashes 


Cities Service Provides New Service 
New York, Feb. 17.—Cities Service Company is installing power testing 
machines in the largest of its 4,000 filling stations to test motor efficiency 


by analyzing exhaust gases. 


The test is free and motor adjustments will 


be made on the spot at cost if desired. 


Develop New Brewing Process 


New York, Feb. 17.—Independent Brewers of America has been formed 
here to sell exclusive franchises to soft drink bottlers covering a patented 


process for brewing beer in seven days. 


Licencees will carry on coopera- 


tive national advertising when possible. 


Public Hearings of F. T. C. Upheld 


Washington, D. C., Feb. 17.—The District of Columbia Supreme Court 
has upheld the Circuit Court of Appeals in refusing to grant an injunction 
to E. Griffith Hughes, Inc., who sought to restrain the Federal Trade Com- 
mission from making its complaint against this company public, or from 
taking testimony on the complaint in public, or from releasing any of the 


testimony gathered. 


Heating Papers Are Consolidated 


Chicago, Feb. 17.—Engineering Publications, Inc., has acquired Fur- 
naces and Sheet Metals and Warm Air Heating, and will merge this pub- 


lication with American Artisan. 


ingly near his mouth by a playfully 
intent spouse. 

The magazine copy, all four-color 
pages, will be tested partly by re- 
turns from a coupon offering a jig- 
saw puzzle of the picture, litho 
graphed in four colors, in return for 
two wrappers from five-cent packages 
of Black Jack. In the old days, the 
worth of this method of pictorial sell- 
ing was demonstrated by the number 
of entries in title contests. 

Following a long introductory cam- 
paign, during which between five and 
six million samples were distributed, 
it is probable that national copy will 
appear shortly on the youngest mem- 
ber of the American Chicle family, 
Tempters. 

This product was brought on the 
market in July, 1931. It was first 
tested by straight selling without the 
benefit of advertising or other pro- 
motion. 

The first support consisted of 
sampling, which is carried on by spe- 
cialty crews contacting distributors. 
At noon, late in the afternoon, after 
business hours and at other times 
when it is difficult to see distributors, 
the salesmen fill in their time by 
passing out samples in public places, 
such as schools, office building 
lobbies, retail stores and theaters. 


No Literature Distributed 


The samples are two pellets in a 
cellophane envelope, one-sixth the 
quantity in the five-cent unit of sale. 
They are not accompanied by promo- 
tional printed matter, but the 
samplers keep up a running mono- 
logue on the product’s merits while 
handing out the samples. 

The first publication advertising on 
Tempters consisted of a schedule of 
6,000 lines in all principal news- 
papers in five midwestern cities, 
which began late last summer. The 
news function of the campaign sug- 
gested the inclusion of several ad- 
vertisements modelled after inquir- 
ing reporter columns. : 

One such advertisement, headed, 
“Omaha OK’s Tempters,” which ap- 
peared in Omaha, reported the com- 
ments of the mayor, a swimming 
teacher, an orchestra leader, the 
head janitor of a large office build- 
ing and three retailers, the subjects 
being either local celebrities or per- 
sons advantageously situated to 
judge the products’ popularity. Each 
comment was illustrated with an in- 
teresting news-style photograph of 
the author. 

The janitor was pictured in a 
pause at work, holding up an empty 
Tempters carton. The caption read: 


Judges from Findings 


“Say, these Tempters have cer- 
tainly made a hit in Omaha, all right. 
If I’ve found one of these empty 
boxes tonight I’ve found a hundred. 
Never saw anything like it.” 

Continuing the geographical slant, 
the company carried Tempters adver- 
tising in Everymonth last fall which 
featured the opinions of state celebri- 
ties under the heading, “Connecticut 
OK’s Tempters.” 

The latest selling aid for this prod- 
uct is a transparent carton for 
counter tops, which is now on. trial 
in the Chicago territory. 7 

Capitalizing on the fact that 
Dentyne is the only gum designed 
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ADVERTISING AGE 


February 18, 1933 


primarily for exercising the teeth, 
new magazine copy on this brand 
announces, “The Dawn of a New 
Health Habit.” Scientific opinion 
with respect to the use of Dentyne 
in promoting dental health is dis- 
cussed in popular language and the 
advertisements are illustrated with 
pictures of the proud owners of per- 
fect teeth. 


Ohio Newspapers Form 
Unified Association 


The Ohio Newspaper Association 
has been formed to supersede the 
three different state groups. W. O. 
Littick, Zanesville Times-Recorder 
and Signal, was named president at 
the organization meeting. Other offi- 
cers are: 

Walter J. Reck, Ohio State Journal, 
Columbus, chairman of the legisla- 
tive committee; Chester McTammany, 


Columbus Citizen,  secretary-treas- 
urer; Russell H. Knight, executive 
secretary, and Granville’ Barrere, 


Hillsboro News-Herald, vice-president. 


Sues Over Contest 


William H. Mynihen, Toledo, O., 
has filed suit against the makers of 
Charles H. Phillips Milk of Magnesia 
tooth paste and Station WSPD, To- 
ledo, because of a contest sponsored 
by the manufacturer and broadcast 
by the station. He alleges that his 
lists of words developed from the let- 
ters in the trade mark were superior 
to those awarded prizes. 


KSTP Has Representative 


KSTP, Minneapolis-St. Paul, has 
appointed Free and Sleininger, Inc., 
Chicago, as exclusive representative 
for the Chicago territory, Stanley E. 
Hubbard, vice-president and general 
manager of the station, has an- 
nounced. 


Returns to CNRV 


George R. Wright, general man- 
ager of the Canadian National Rail- 
ways radio service, has returned to 
Vancouver, B. C., to take charge of 
CNRV. 


Frohlich with Livingston 

Irving Frohlich, formerly with the 
San Francisco office of McCann-Erick- 
son, Inc., has joined Leon Livingston 
Advertising Agency, San Francisco. 


Half of Retail 
Stores Do 90% 
Of All Business 


Washington, D. C., Feb. 14.—Fifty 
per cent of the retail stores in the 
United States transact 91.4 per cent 
of all retail business, asserts the final 
report of the Retail Census of Distri- 
bution of 1930 made public yesterday. 

One per cent of all the retail stores, 


all of which had an annual volume otf | 


$300,000 or more in 1929, the year 
for which the figures were taken, ac- 
counted for 25 per cent of all retail 
business during the year, the report 
continues. 

At the time the figures were col- 
lected there were 1,534,000 stores do- 
ing a retail volume of $49,114,653,269, 
or an average of about $32,000. How- 
ever, according to the report, only 
about 22 per cent of the stores act- 
ually did that much business. 

Credit sales exceeded one-third of 
the total retail sales, and the normal 
loss from these sales was less than 
one-half of one per cent, the report 
indicates. 

Retail chains accounted for 21.9 
per cent of the total retail volume, 
while the most important single type 


of chain, the food chain, accounted | 


for 29 per cent of all food sales. 


Baur and Warren 


Are Doing Well 


Charles Baur, advertising manager 
of Iron Age, New York, and D. C. 
Warren, New England representative 
of the publication, who were injured 
in an automobile accident near Hart- 
ford, Conn., are making rapid prog- 
ress toward recovery. 

Mr. Baur is convalescing at home 
and Mr. Warren expects to leave the 
hospital in a few days. 


Rankin, Jr., in Tulsa 


Wm. H. Rankin, Jr.. son of the 
head of William H. Rankin Com- 
pany, New York, has become asso- 
ciated with T. C. Allen Company, 
Tulsa, Okla., southwestern represen- 
tative of the Rankin agency. 


Mr. Bradbury 


discovers 


a new America 


FOR years we’ve been announc- 
ing the fact that a good lot of 
merchandise finds its way into 
the family through the boy in 
the home —the boy of high- 
school age who is just taking a 
man’s interest in things, and 
coupling this man-interest with 
boy-enthusiasm in getting them. 
Mr. Amos Bradbury, in his 
So You’re Handing Us Chaos, 
brought this fact forcibly to the 
attention of readers, in Printers’ 
Ink Weekly for December 15, 
1932. Said Mr. Bradbury: “Each 
year there are 2,367,315 people 
in all who reach the thinking, 
fighting, look-ahead age of six- 
teen... when they must be told 
that certain words mean certain 
products and that some manu- 
facturers have been proud to 
put their names and reputations 
back of those products. That 
particularly should interest the 
national advertiser.” 
_ As Mr. Bradbury illustrated, 
these youngsters do wheedle 
their progenitors into spending 
money, and do “refuse to admit 


that just because an older gen- 
eration made some bad mistakes 
the country is going to start 
slipping backwards.” They are 
going to have something to say 
about that ... and to do about 
it, in just a few years when they 
take over the spending reins. 

It’s because these youngsters 
that Mr. Bradbury talks about 
—these potent factors in today’s 
market, these vital factors in 
tomorrow’s market—read THE 
AMERICAN Boy 500,000 strong 
every month, that THE AMERI- 
CAN Boy is of importance to 
every keen-minded advertiser in 
America. If you'd like to dis- 
cover a new America, we'll be 
pleased to send you a reprint of 
Mr. Bradbury’s article together 
with information regarding THE 
AMERICAN Boy. May forms 
close March 10th. 


The YOUTHS COMPANION Founded 
merican Boy 
Detroit Senna 


NEW LUCKY STRIKE COPY CALLED MILD 


Luckies 


Please! 


hocowee “It's toasted” 
pee 


Tn every corner of the world, both here and overseas, 


wherever you find joy in life, "tis always “Luckies Pleave™ 


Character... for a perfect 


start... Mildness 


...for perfect enjoyment 


You'll recognize it instantly 
—the fragrant, full-flavored 
character of Lucky Strike’s fine 
tobaccos. 

And then the tempting deli- 
ciousness of these fine tobaccos 
isenriched and purified by 


the famous “Toasting” process 
—that exchusive treatment which 
makes tobaccos really mild. Only 
Luckies offer these two benefits 
and for these two reasons— 
Character and Mildness—"Luckies 
Please!” 


Followers of the cigarette war who have been expecting a potent 

blast from Lucky Strike in its newest newspaper campaign, were 

somewhat disappointed in this rather mild-mannered copy which 
appeared this week. 


Lower Prices Peril 


Cigarette 


Campaigns 


New York, Feb. 16.—A threat to 
large scale cigarette advertising is 
seen in the second drastic price re- 
vision in recent months inaugurated 
this week by the Big Four. The cut 
reduces the wholesale price 50 cents 
to $5.50 a thousand, less customary 
discounts, compared with $6.85 a 
thousand prevailing when the Big 
Four brands were retailed at from 
two for a quarter to 15 cents straight. 

The price move was frankly in- 
tended as a body blow to the compe- 
tition of 10-cent cigarettes and an 
effort to recoup some of the loss due 
to increased consumption of “home- 
made” cigarettes, which is now esti- 
mated at 40,000,000,000 annually. 

It was the desire of the Big Four 
manufacturers that retailers should 
immediately take advantage of the 
wholesale reduction to sell at 11% 
cents a package at retail, and the fact 
that dealers have held the volume 
business at the 13-cent level has 
been a big disappointment. 

The minimum price in this market 
was promptly fixed by the Great At- 
lantic and Pacific Tea Company at 
10 cents a package or $1 a carton, 
thereby bringing the so-called stand- 
ard brands into direct competition 
with cheaper grades. For the pres- 
ent, at least, other retailers, always 
dissatisfied with the margin of profit 
on the standard brands, are holding 
firmly to their intention to take ad- 
vantage of the situation by making 
a “fair profit’ on the advertised 
brands. 


Profit Wiped Out? 


It has been pointed out in adver- 
tising circles that the combined 
profits of the Big Four, out of which 
advertising costs have been met, are 
approximately $100,000,000, and that 
this is just about the amount repre- 
sented by the two price reductions. 
If present prices are maintained for 
long, it is apparent that advertising 
activities must be drastically cur- 
tailed. The lack of advertising sup- 
port on 10-cent brands is held as evi- 
dence of the impossibility of carrying 
on extensive campaigns at this level. 

There is no indication as yet, how- 
ever, of a change in advertising 
policy on the part of the Big Four. 
The American Tobacco Company 


began a newspaper campaign this 
week on its regular scale, which, un- 
less all precedent is upset, will run 
for 10 weeks. The current campaigns 
on Camels and Chesterfields are as 
big as any in history, and it is un- 
likely they will be discontinued or 
curtailed independently. 

The success of the retailers in 
checkmating the competitive tactics 
of the Big Four by refusing to pass 
the reductions along will be closely 
watched. Their attitude is said to 
have discouraged one manufacturer 
who planned to cut to a flat $5 as 
a call for a showdown with the 
10-cent brands. Some observers pre- 
dict it will be impossible for the Big 
Four to establish their brands as 10 
or 11%-cent sellers at the old margin 
of profit for a long, long time, unless 
they withdraw advertising support 
and secure the cooperation of more 
key outlets. 

Manufacturers of higher priced 
cigarettes, looking enviously at the 
price position vacated by the Big 
Four, are watching the situation for 
reasons of their own. One or two are 
already tentatively increasing their 
advertising, and should Big Four 
copy disappear, it will be promptly 
replaced by the advertising of this 
group, according to indications. 


Dodge Opens Office 
to Represent Artists 


William W. Dodge has resigned as 
managing editor of Product Engi- 
neering, New York, to accept appoint- 
ment as Eastern business representa- 
tive for Joseph Sinel, Lucian Bern- 
hard and Helen Dryden, nationally 
known artists in the fields of prod- 
uct design, packaging, posters, trade 
marks and other forms of commer- 
cial art. 

Mr. Dodge has opened an office at 
330 West 42nd St., New York. The 
telephone is Medallion 3-0700. 


eS. 3 fe el be 
New Blade Advertiser 


Cooper Products Corporation, New 
York, manufacturers of hitherto un- 
advertised razore blades, has ap- 
pointed the United States Advertis- 
ing Corporation, New York. 

Newspapers in small cities will be 
used for test campaigns. 


Funeral, Hearse, 
Pallbearer Dead, 


Say Morticians 


Ft. Worth, Tex., Feb. 16.— There 
will be no more funerals and no 
more pallbearers if Selected Morti- 
cians of America have their way, 
W. M. Krieger of Chicago, executive 
secretary of the organization, told a 
meeting of District No. 10 here. 

Instead rites for the dead will be 
known as “memorial services,” and 
some other much more euphonious 
word than pallbearers will designate 
these necessary adjuncts of the serv- 
ices if the collective brains of the 
morticians’ membership can think of 
one. 

Nor is this all. Even the old 
familiar hearse is out, its place taken 
by a “casket coach,” and the gentle- 
men in charge of operations, who has 
successively been undertaker, funeral 
director and mortician, is likely now 
to blossom out under the sobriquet 
“memorial director.” 


Air C endittnalen 


Advertisers Unite 


The Electrical Association of New 
York has appointed a committee to 
promote a better public understand- 
ing of air conditioning. Members, 
most of whom represent companies 
planning campaigns in the metropoli- 
tan area, are: 

J. J. Donovan, manager of the air 
conditioning department of General 
Electric Company, chairman; I. W. 
Baldwin, Westinghouse Electric and 
Manufacturing Company; A. F. Cal- 
lahan, Refrigeration Association of 
New York; C. M. Eakin, New York 
manager, Frigidaire Sales Corpora- 
tion; E. T. Lyle, vice-president, Car- 
rier Engineering Corporation; C. R. 
Skinner, manager of Industrial Sales 
Bureau, New York Edison Company, 
and A. Sargent, president Campbell 
Metal Window Corporation. 

The committee will formulate a 
standard terminology for the indus- 
try and coordinate certain educa- 
tional phases of the projected indi- 
vidual campaigns. 


Massachusetts Tech 
Has Advertising Class 


Massachusetts Institute of Tech- 
nology, Boston, has established a 
course in advertising having particu- 
lar relation to the handling of indus- 
trial advertising problems. 

Harold Bugbee, president of Walter 
B. Snow & Staff, Inc., Boston, is in 
charge of the class, hours having 
been arranged so as not to interfere 
with his agency duties. 


St. Louis Women Speak 


Six members of Women’s 
tising Club of St. Louis have been 
authorized to accept invitations to 
speak on advertising before local 
groups, as suggested by Advertising 
Federation of America. They are 
Mrs. Margaret Hewett; Hazel Lud- 
wig. D’Arcy Advertising Company; 
Mrs. Ruth Crane Davis; Mrs. Edith 
Mathews, St. Louis Star and Times; 


Dorothy Thomas, Hadley Vocational | 


School; and Norma Schultz, 
Louis Market Nevws. 


St. 


W. C. House Joins 
Fletcher & Ellis 


William C. House, for seven years 
an account executive with Young & 
Rubicam, New York, has _ joined 
Fletcher & Ellis, Inc., New York. 

Prior to his agency connections, 
Mr. House was sales and advertising 
manager of several large cereal mills. 


Well Known Printer Dead 


Joseph E. C. Farnham, dean of the 
Providence, R. I., printing trade, and 
president and treasurer of Snow & 
Farnham Company, died this week. 
He was 85 years old. 


Haverlin with Agency 

Carl Haverlin, for the past nine 
years sales manager of radio stations 
KFI and KECA, has joined the Los 
Angeles office of Bowman, Deute, 
Cummings, Inc., as vice-president. 


Starts N ew Daily 


Democrat-News Company, Lewis- 
town, Mont., has announced the pub- 


lication of Lewistown Evening Tele- | 


gram, a tabloid daily. The company 
published Lewistown Democrat-News 
and Judith Basin Farmer. 
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‘Son, Do Not Thee Marry . 


For Money” 


You remember this was the old Quaker’s advice to 
his son. But you remember that he also added: 


“But be sure thou marryest where money is.” 


Every nationally known product of mass production 
is primarily interested in the great wage-earner mar- 
ket of America—“the common people”, which is 
where the money is. It was Lincoln—was it notP— 
who said, “The Lord must love the common people 
because he made so many of them.” 


So, the first thing the American manufacturer wants 
to know is whether or not this great wage-earning 
market, which is the last great market left, can carry 
the load and increase his present production. And 
whether or not he can make money out of it now. 


And we are able to tell you that it can carry the 
load, that it can increase your present production if 
you go after it right, and that you can make money out 
of it now. There are some twenty-three million of your 
wage-earning masses still working in these United 
States and a very high percentage of them are in 
comparatively better shape than they were before. 


You simply have to be more selective in handling 
this market—that is all. 


And that is where True Story Magazine is able to 
render you remarkable service and bring far more 
than ordinary returns to you who are spending your 
advertising money. 


But first it is well to remember that the homes of 
your working masses still consume sixty-eight per 
cent of all products by volume and dollars. 


Nobody even hopes any more to get along without 
them. We should all like to sell the Class A homes 
exclusively. It would flatter our vanity. But there 
are only a million and a half of them altogether. So 
if we were selling coffee, for example, we would 
have to make those Class A homes drink twenty cups 
of coffee per person, per day, per home to give us our 
volume. 


All of your upper class homes, in all of your “white- 
collar classes’, make up only thirty-two per cent of 
your sales by dollars, numbers, or volume. 


That is why Mr. Ford and Mr. Chrysler and Gen- 
eral Motors are so interested in their Fords and 
Plymouths and Chevies. That is why General Motors 
announces that it is only making four hundred 


Cadillacs V 16 for the entire year of 1933. 


So it is out of the homes of your working masses 
that you must find your sales to increase your volume 
and make your profit. And of course, from amongst 
those millions upon millions of wage-earner homes 


you must find the ones who are still able and ready 
to buy. 


And that is where True Story Magazine can help 
you so wonderfully with your process of selectivity. 


The very great importance of the fact that True 
Story Magazine is practically all news stand circula- 
tion may not have occurred to you. But it means one 
thing: The family that buys it is still working, still on 
the job, and still in a buying frame of mind or it would 
not start its buying with our high-priced True Story 
Magazine. 


In wage-earning America, we know this only too 
well to have any question about it. When wage- 
earners get out of a job, their families stop buying « 
True Story. When they get back on a job and get 
ready to spend, they start buying it again. 


True Story follows the pay-roll. It always has. 


This is not true of other magazines as sixty to 
seventy per cent of their circulation is sold for one, 
two, or three years via the subscription route. 


Which means that in sixty per cent of those homes, 
the family head may have been out of a position or 
out of income or not in a buying mood anywhere from 
one to three years and still be reading his subscrip- 
tion purchased magazine. 


Consequently, the first thing True Story Magazine 
can do for you is to give you nearly two million homes 
where the earners of the family are still on the job, 
still drawing down their pay envelopes every week, 
and still drawing down enough in their pay envelopes 
to give them the buying capacity that you need and 
keep them in a buying frame of mind. 


And they are quite ready and willing to buy your 
product even if it happens to cost a little more. 


For it must not be forgotten that these two million 
families, collectively, paid over the news stand twice 
as much for True Story as is paid for any other 
magazine. 


If they are willing and able to pay a great deal more 
for our product, they ought to be willing and able to 
pay a little more for yours if you tell them why. 


So here through True Story Magazine you are able 
to reach nearly two million families from amongst 
your working masses who are still employed; and 
through the interest of these two million families, to 
find the penetration point of millions more. 


Here is one place where you know what you are 
shooting at. One place where, through your selective 
advertising, you can make money now. 
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Advertising Opportunities for the 
Public Utilities 


The establishment of the Edison 
Electric Institute, as a successor of 
the National Electric Light Associa- 
tion, is regarded as indicating a defi- 
nite change in the attitude of the 
electric light and power industry 
with reference to public relations. 
The unfavorable reaction, which fol- 
lowed too zealous efforts in the field 
of propaganda, coupled with revela- 
tions of unsound financing of certain 
holding companies, such as resulted 
in the Insull debacle, have made it 
necessary to adopt a more conserva- 
tive policy. 

It seems to be certain that the new 
association will confine itself much 
more closely to the immediate prob- 
lems of the utilities in the field of de- 
velopment and operation than did 
the National Electric Light Associa- 
tion, and that the task of building 
satisfactory public relations will be 
assigned to the individual operating 
companies in each community. They 
are the direct points of contact with 
consumers, and under today’s condi- 
tions the sentiments of the general 
public and of consumers of utility 
services must be given first consid- 
eration. 

The development of a sound pub- 
lic relations policy in the utilities 
field may be regarded as the most 
important task that rests upon the 
management of each operating com- 
pany. Only through the consistent 
cultivation of a relationship resting 
upon good service and reasonable 


rates can the future success of the 
utilities be assured, and the enor- 
mous stake which they have in public 
good-will emphasizes the opportuni- 
ties which offer themselves to adver- 
tising of the right kind, aimed to pre- 
sent the policies and methods of the 
utilities frankly and openly for public 
consideration. 

Concealed propaganda and lobby- 
ing have not had the effects which 
were desired. In many cases oppo- 
sition has been aroused which would 
have been completely disarmed had 
the issue been met in the open, and 
had the public been given completely 
the views of the utilities on such sub- 
jects as merchandising, rates, ete. 
The present restrictions on the sale 
of appliances by the public service 
companies are the result not only of 
unsatisfactory relations ~with- retail 
merchants, but also a complete mis- 
understanding on the part of the pub- 
lic of the merchandising objectives 
of the utilities. 

The best basis for discussion of 
legislation is full information to the 
public, for a public which has been 
given the facts is seldom radical to 
the point of unfairness. Restrictions 
on selling operations, as well as with 
reference to rates, are based in most 
cases on the belief that the utility 
is attempting to operate unfairly. 
Advertising that presents all the 
facts to all the public will make ex- 
treme legislation and hampering re- 
strictions far less likely. 


Automobile Advertising Builds the 
Industry 


One of the basic policies of the 
automobile industry which should 
commend itself to other lines of busi- 
ness is the consistent way in which 
manufacturers in this field build 
good-will and public acceptance for 
all cars, while presenting vigorously 
the merits and competitive advan- 
tages of the individual line. Adver- 
tisements of the leading manufac- 
turers almost invariably refer to the 
great improvements which have 
been made in all cars, to the better 
values which are now generally avail- 
able, and to the desirability of in- 
vesting in a new car of whatever 
make. This does not reduce the 
strength of the individual presenta- 
tion, but rather adds to the effective- 
ness of the plea for special considera- 
tion of the advertised line. 

When this kind of advertising, 
which is constructive and positive in 
its character, is compared, or rather 
contrasted, with that which is pre- 
valent in some other lines, it must 
be admitted that in certain indus- 
tries individual companies seem to 
be putting selfish advantage ahead 


of the good of the industry of which 
they are a part. The question which 
is raised by such a policy is whether 
in the long run any one advertiser 
can prosper through the destruction 
of good-will for the whole business. 

If competitive advertising tears 
down belief in the quality or serv- 
ice of all other lines; and if the 
claims vf competitors are torn to 
shreds, with the implication of mis- 
representation constantly suggested, 
is the reader likely to retain even a 
reasonable belief in any advertising 
in that field? Or is the result likely 
to be a marked reduction in the num- 
ber of those who are interested in 
purchasing the products or services 
of the industry? 

Those who point out that automo- 
bile sales have fallen more rapidly 
than those of some other lines should 
remember that while the past has 
been recorded, the future remains to 
be revealed. We believe that the 
present policies of the automobile in- 
dustry give promise of a secure posi- 
tion in the good-will and acceptance 
of the public. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 464. 


An exhaustive study of markets in 
the Pacific coast states, compiled for 
Associated Newspaper Color. In ad- 
dition to retail data, buying power, 
and other statistics on the markets 
involved, complete figures on circu- 


Pacific Coast Markets, 


lation of member newspapers is 
given. 
No. 465. The Fourth Study of Radio 


Network Popularity. 


An unusually attractive book con- 
taining complete details of the fourth 
study of this kind made by Price, 
Waterhouse & Co., public account- 
ants, for Columbia Broadcasting Sys- 
tem. Details for each city and sta- 
tion are presented. 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 


No. 433. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 


much of the material in it consists 


of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


No. 446. The Shadow of a Man. 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
area. Published by Big 4 Advertis- 
wholesale and retail trade in the 
ing Carriers. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of ever 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 454. 


An extremely interesting presenta- 
tion of the place of this new sales aid 
in modern business. A well written 
and well printed survey of automatic 
sales equipment, its past history and 
future opportunities. Published by 
Mills Novelty Company. 


Automatic Merchandising. 
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YOU CAN BLAME ADVERTISING FOR THIS 


A strain on the family tie. 


Voice of the Advertiser 


De Soto Photographs 
Were Made in Europe 


To the Editor: In the Feb. 4 issue 
of ADVERTISING AGE you question the 
authenticity of the photographs used 
of a De Soto car on a French thor- 
oughfare. 

For your information, these were 
photographs actually taken in Europe 
and I am sending you several proofs 
of others that have been used so far. 

Just wanted you to know that we 
were not using composite photo- 
graphs in De Soto advertising, but 
the real stuff. 

W. E. Bornuort, 
J. Stirling Getchell, Inc., 
New York. 
7 VF 


A Representative 


Mutilates an Issue 

To the Editor: I want to express 
my appreciation of the service you 
are giving to the advertising profes- 
sion through the very effective news- 
paper you are now offering us. 

You have a sufficient number of 
vital statistics in your issue of Jan. 
28 to make me mutilate this copy 
considerably because of stuff that I 
want to get into my files for future 
reference. 

As the Pacific coast representative 
of a number of national magazines I 
assure you that it is worth a good 
deal to us in the special representa- 
tive field to have you so carefully 
serving all advertising interests and 
not ignoring some of them. 

Loyp B. CHAPPELL, 
Publishers’ Representative, 
Los Angeles, Cal. 


7 Ff F 


Suggests Changed Copy 
for Each Magazine 

To the Editor: Regarding “Lee 
Makes Suggestion” in your Feb. 4 
issue, why don’t national advertisers 
take a leaf from retail stores’ adver- 
tising plans? 

During my association with retail 
stores, no advertisement was re- 
peated in another magazine. Each 
magazine received a different adver- 
tisement, but sometimes the same 
copy was repeated in another publi- 
cation the following month. 

National advertisers can do the 
same. For instance, if six publica- 
tions are used in any given month, 
why not prepare three different ad- 
vertisements, and then alternate the 
following months. In this way, a 
reader who buys at least three maga- 
zines a month, will not say, on see- 
ing the same copy in each, “Oh, I 
saw that in some other magazine,” 
and then pass it. 

Of course there is reader duplica- 
tion in magazine circulation, other- 
wise many publications could not ex- 


ist. Why doesn’t some national ad- 
vertiser develop the idea? Of course, 
there may be an exception here and 
there, but copy can always be varied. 
H. C. PRICE, 
Advertising, New York. 


Peabody Says Roto, Color 
Rates Need Further Study 


To the Editor: It seems to me 
that publishers, generally, have co- 
operated splendidly with advertisers 
in examining their own operations 
with the idea of effecting savings 
which may be reflected in rates. I 
believe, however, that there are two 
advertising classifications which have 
not been given sufficient study by 
publishers. One of these is rotogra- 
vure in newspapers, and the other is 
color rates in magazines. As an ad- 
vertiser, I cannot see any justifica- 
tion for the wide range of rates in 
either of these two classifications. 

Yesterday I received an elaborate 
booklet based on a survey by Dr. Gal- 
lup on the effectiveness of rotogra- 
vure advertising. It was impressive, 
but I doubt whether it could do an 
effective job as long as the sellers of 
this medium themselves do not seem 
to be able to get together on what it 
is worth, and establish equitable 
rates accordingly. 

STuART PEApopy, 

Manager, Sales and Distribution 

Analysis, The Borden Company, 

New York. 
> 2 | 


Urmy Serves De Laval 
Separator for 42 Years 


To the Editor: I notice on page 6 
of the Feb. 4 issue of ADVERTISING 
AGE that Frank Kiernan claims a rec- 
ord because of his uninterrupted 
handling of one account since 1902. 

He has a long way to go before he 
can equal the record of Louis V. 
Urmy, who has handled the account 
of this company for 42 years with- 
out a break. 

Mr. Urmy started his advertising 
career as file boy with Geo. B. Rowell 
& Co., who at that time were consid- 
ered the leading general advertising 
agents in the country, leaving there 
after five years to become associated 
with Wm. Wattenburg in publishing 
a monthly paper known as The Fam- 
ily Mail Bag. 

His next connection was with S. S. 
Vreeland, a _ special advertising 
agent; and later he joined Thomas 
H. Child, who was then the leading 
agricultural paper’s special agent. 

In 1891 Mr. Urmy organized his 
own general advertising agency 
which he has continued to operate 
ever since. 

; C. L. REISNER, 

Advertising Manager, De Laval 

Separator Company, New York. 
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Forges Ahead of 71 Metropolitan Dailies in 
Last Two Years in Total Paid Advertising Volume 


ine. 


= List of Newspapers Passed by ST. LOUIS STAR 
a and TIMES in 1932, in Total Paid Advertising The St. Louis Star and Times, by publishing 
- | Lines Ahead STAR and TIMES 7,309,109 lines of total paid advertising in 
| Name of Newspaper of Star, 1931 LEAD in 1932 , 
2 | 1. Akron, Times-Press (e).................. 570,960 1,277,884 1932, assumed leadership over 43 more 
2. Albany, Times-Union (e)................ 544,703 441,604 ‘ . 
2 & 3, Atlanta, Journal (e).................... 2,615,429 299,647 daily newspapers of the United States. 
d 4. Birmingham, News (e).................. 1,090,237 1,187,031 
y ee er eee rr 942,249 838,485 
ea G Gameien, Gouster fe). .... 0.6.06. .ccucces 693,849 59,291 
one 7. Goepmeeel, Peet CO)... oo. cc cece enes 1,198,572 839,309 . 
ons 8. Cleveland, Plain Dealer (m)............. 2,202,254 120,991 ° ; ° 
nes 9. Cleveland, News (e)................000. 1,194,992 1,688,350 It is a record on top of a record . . . for, in 
| eR, WU cad Te Sivee tetas 475,580 782,921 . Louis Star jumped ahead of 28 
si 11. Easton, Express (e).................... 838,621 429,420 ree, Ee St ‘ ities . 
ne 12. Harrisburg, Patriot (m)................ 126,428 1,147,349 daily newspapers which previously out- 
pra- i I I es cic nwecca seas ene 857,080 2,332,910 — Pe 
a 14. Los Angeles, Examiner (m)............. 2,167,386 18,709 ranked it in advertising volume—a total of 
etal 15. Minneapolis, Tribune (e)................ 2,129,434 30,864 is eee Si 
ee 16. New York, Herald-Tribune (m)......... 2,917,129 113,724 71 passed in the last two years. 
" 17. New York, American (m)............... 152,142 370,267 
rate 18. Niagara Falls, Gazette (e)............... 521,994 882,044 
= 19. Oakland, Post-Enquirer (e)............. 1,199,802 815,848 
‘ive, ee DO 8 Re ee 511,094 1,090,418 
an el PEF PCE TCT ET CT TEE TTC Te 749,367 816,537 ° 
s of 22. Portland, Journal (e)................--: 433,795 859,588 One of the newspapers overtaken in 1931 
— ee eee 816,972 148,989 . lobe-Democrat. By the 
ohn 24. Reading, Times (m)...............-2.0: 172,577 1,537,638 was the morning G ] c 7 
25. Rochester, Journal (e).................. 508,967 1,111,739 end of 1932, only eight strictly morning 
26. Salt Lake, Tribune (m)................. 358,275 1,362,307 ‘ 
mm 27. San Antonio, News (e)...............05. 805,621 1,445,140 newspapers remained ahead of the Star and 
4 Te. Te Ty WI ivi ak ca cc cee ecnes 405,188 1,569,844 " 
i 29. San Francisco, Chronicle (m)............ 279,020 1,343,922 Times. 
30. San Francisco, Examiner (m)............ 1,829,786 231,267 
31. San Francisco, Call-Bulletin (e)......... 1,442,161 184,364 
ars $2. San Premcioce, Mews (6)................ 607,650 416,813 
= 33. South Bend, Tribune (e)................ 37,448 1,489,095 
— 34. Spokane, Chronicle (e).................. 873,256 993,962 ene ° 
hae SS. Gepmewes, Tiereee CO)... ............000. 666,241 294,898 In addition to 11 morning newspapers, the 
902. 36. Geresmes, Jowenel fe)................... 825,456 453,879 ° . - 
ehe | 37. Teemen, Tas (O)...............000006 570,796 731,202 Star and Times passed 32 evening newspa 
-_ 38. Washington, D. C., Times (e)........... 367,579 194,143 ° vertising volume last year. 
ont So. Wit. Wermem, Arems (@).............:.... 151,214 698,556 — advertis ad y 
40. White Plains, Reporter (e).............. 196,576 _ 1,294,166 
sing 41. Worcester, Gazette (e).................. 478,331 1,081,309 
won 42. Youngstown, Vindicator (e)............. 569,360 1,966,924 
sing | 43. Youngstown, Telegram (e).............. 6,681 2,525,860 
here 
ated All Compilations Based on Figures From Media Records, Inc. 
hing — 
Fam- 
Ss. S. 
ising 


= §T. LOUIS STAR“Gimes 


National Advertising Representative — GEORGE A. McDEVITT CO. 
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WOULD LEGALIZE 
BEER ADVERTISING 


Washington, D. C., Feb. 16. 
United States mails will be opened | 
for transmission of advertising mat- | 
ter referring to beverages containing 
not more than 3.05 per cent alcohol 
by weight, and previous regulations | 
prohibiting the circulation of such ad- 
vertising in dry states will be voided, 
if an amendment to the pending 
“beer bill,” proposed by Senator 
Walsh of Massachusetts, is adopted. 

The bill under discussion contains 
a specific provision prohibiting ad- 
vertising either through the mail or 
by radio if such advertising reaches 
states which wish to maintain their 
prohibition status. In part, Senator 
Walsh's amendment reads: 


“Nothing in section 5 of the Act 
entitled, ‘An act making appropria- 
tions for the service of the Post 
Office Department for the fiscal year 
ending June 30, 1918, and for other 
purposes’ .. . shall prohibit the de- 
posit in or carriage by the mails of 
the United States, or the delivery by 
any postmaster or letter carrier, of 
any mail matter containing any ad- 


vertisement of, or any solicitation of 
an order or orders for, any of the 
following containing not more than 
3.05 per centum of alcohol by weight: 


Beer, ale, porter, wine, similar fer- 
mented malt or vinous liquor, or fruit 
juice.” 


Although the amendment makes no 
reference to radio advertising, its 
author believes that it will allow 
such advertising, as well as advertis- 
ing in newspapers and periodicals, 
and by direct mail. 


Club Women Retain 
Employment Expert 


Loire Brophy. employment coun- 
selor with offices at 8 East 41st St., 
has been named official employment 
counselor by the Advertising Women 
of New York, Inc. 

She will cooperate with the club 
committee in creating positions for 
advertising women. 


Gooch Offers Service 


Joseph Gooch, Jr., organizer and 
first president of the Candy Institute 
of America, Inc., has opened an office 
at 369 Lexington Ave., New York, as 
management and sales counselor. 


Farm Paper Appoints 

A. H. Billingslea, publishers’ rep- 
resentative, New York, has added 
New Jersey Farm and Garden to his 
list. 


National Advertising 


Service Incorporates 
National Advertising Service, New 
York publishers representatives serv- 
ing the college newspaper field with 
offices at 11 West 42d St., has incor- 
porated. 
Robert R. Robertson, recently with 
the Curtis Publishing Co., is presi- 
dent. 


. 

State Campaign Planned 

An advertising campaign to feature 
Wisconsin’s activities during the Chi- 
cago World’s Fair will be conducted 
by the travel and information bureau 
ot Wisconsin State Chamber of Com- 
merce, Madison. Ralph S. Kingsley, 
Kenosha, former president of Wis- 
consin Daily Newspaper League, is 
chairman of the bureau. 


Rockne Sales Climb 


Rockne retail sales by dealers in 
January, 1933, showed a gain of 211 
per cent over January a year ago, and 
50.3 per cent over December, 1932, 
George M. Graham, vice-president, 
Rockne Motors Corporation, has an- 
nounced. 


Is “Plastic Products” 


Following the merger of Plastics 
and Molded Products and Cellulose, 
the merged publication is now known 
as Plastic Products. Publication office 
is at 25 Spruce St., New York. 


Food and 
Drug Survey of 


Midwest Available 


URING the past year WLW has made three comprehensive food 
and drug surveys of the Midwest Market. 


The latest of these is now ready. It shows the preference of the public for 
various food and drug products as, for example, the ratio of preference 


for certain brands with relation to the other brands in these markets. 


In 


this manner it covers virtually the entire food and drug list. 


This survey is the result of careful tabulation and analysis of thousands 
of questions to retailers and consumers, and may be considered authori- 


tative. 


It should be of the utmost value to concerns who wish to enter 


these markets, who want to know where they stand in public preference, 
or who must strengthen their position. . 


his official letterhead. 


HOW WLW SELLS CIGARS 
This chart covers the period when 
San Felice and R. G. Dun cigars 
and 
shows the relative growing preference 
for these two brands over competing 
brands standing next in popularity. 


were broadcast over WLW, 


THE CROSLEY RADIO 


Near the center 
of the dial 


POWEL CROSLEY, Jr.. President 


In addition to compiling data of this character, 
WLW stands ready to assist food and drug 
marketers in developing and carrying out what- 
ever steps are necessary to get a profitable hold 
of the great Midwest market. Such assistance 
is based upon a thorough knowledge of condi- 
tions and friendly contacts with outlets. 

THE ABOVE SURVEYS ARE AVAIL- 
ABLE to any executive of a food or drug ad- 
vertiser or agency, who will address WLW on 


Near the center 
of population 


CORPORATION 


CINCINNATI 


‘SHINY NOSES’ 
FEATURE COPY 
FOR HOUBIGANT 


Basic Reason for Use Dusted 
Off for Powder 


New York, Feb. 16.—A shiny nose, 
the fundamental reason for the use 
of face powder, is being used as the 
featured theme in face powder adver- 
tising for the first time in a new 
campaign released this week by 
Lawrence C. Gumbinner Advertising 
Agency for Houbigant, Inc. 

The anti-shine copy is appearing 
in rotogravure in 25 papers in 20 
cities, black and white in New Or- 
leans and Dallas, The New Yorker 
and theater programs. The newspa- 
per advertisements range from 500 
to 400 lines. 

The copy is illustrated with 
modeled heads, photographed so as 
to eliminate high lights. All adver- 
tisements are titled, “Dull Finish.” 
A typical copy discussion of this sub- 
ject reads in part: 

“The true purpose of face powder 
is to give your skin a smooth petal- 
dull finish that brightens your make- 
up by contrast. 

“The unique Houbigant texture- 
blend endows your skin with a soft 
loveliness that makes the rest of you 
come alive. Your entire make-up 
achieves new vividness... your 
color glows more warmly, your eyes 
seem more luminous, your hair dis- 
closes new high lights. 


Just Fluff It On 


“When you fluff on Houbigant Face 
Powder, your skin is veiled in a 
beauty that is free, for hours, of dis- 
tracting sheen. Houbigant’s Face 
Powder adheres—to your fine-pored 
cheeks and shoulders, as well as the 
oilier pores of your nose and chin. 
And yet the powder itself plays no 
visible part in your loveliness!” 

It was a fortunate coincidence that 
the new copy theme was brought into 
play just at the time retailers were 
ready to feature dull-finish fabrics. 
Several New York department stores 
have included the Houbigant powder 
mats in their dress goods and cloth- 
ing department advertisements and 
added Houbigant point-of-purchase 
advertising to window displays fea- 
turing the clothing lines. 


Maxon Now Handling 
All Heinz Products 


Advertising of Heinz Rice Flakes 
is now being placed through Maxon, 
Ine. The Detroit office of this agency 
now handles all newspaper and mag- 
azine advertising of all the food pro- 
ducts manufactured by H. J. Heinz 
Company. 


Names Donnelley 


The Business Clinic Foundation of 
Cleveland, O., publisher of business 
texts and lectures, has placed its ac- 
count with Lee E. Donnelley Com- 
pany, Cleveland. Direct mail, news- 
papers and class publications will be 
used. 


Robinson Outdoor Expands 


Robinson Outdoor Advertising 
Company, Leavenworth, Kan., has 
purchased the poster advertising 


plant of Zehrung Company, Lincoln, 
Neb. The purchased property will be 
operated under its old name for the 
present. 


Firestone Has Rubbers 


Women’s toe rubbers are being ad- 
vertised and sold by Firestone Serv- 
ice Stores, Providence, R. I., for 25 
cents a pair in connection with any 
purchase of tires, gasoline, oil, or 
other service station service. 


Coe Rejoins Doremus 


Sayers Coe has returned to 
Doremus & Co., New York, the 
agency with which he was connected 
before he organized his own agency, 
Donahue & Coe, Inc., New York. 


Re-Organization 
of Nela Not to 
Affect Campaign 


New York, Feb. 16.—The dissolu- 
tion of the National Electric Light 
Association will not affect the co- 
operative trade extension programs 
on electric ranges and refrigerators, 
it was stated unofficially at head- 
quarters here today. 

An announcement as to how these 
activities will be carried on in the 
future will be made in about 30 days 
by the Edison Electric Institute, the 
organization of utility interests 
formed to take the place of the Na- 
tional Electric Light Association. 

The purpose of the reorganization 
was to disassociate manufacturers of 
electrical appliances, equipment and 
supplies from utility companies. The 
Institute has announced it will con- 
tinue the primary function of the old 
organization, which was to promote 
cooperative and coordinated selling 
throughout the electrical industry. 

When the new set-up is completed, 
the manufacturers of electrical ap- 
pliances will continue to contribute 
to and help to direct the cooperative 
advertising on ranges and refrigera- 
tors, but will not be admitted to 
membership in the Institute or per- 
mitted to contribute to its support. 

The change will not create much 
readjustment in so far as the coop- 
erative campaigns are concerned, as 
they are directed by bodies having 
separate identities from the sponsor- 
ship, the National Electric Cookery 
Council and the National Electrical 
Refrigeration Bureau. 

The new set-up will leave the In- 
stitute free to embark on a program 
of research and cooperative selling 
of power. 


More Newspaper 
Copy Is Planned 
By Flour Company 


Louisville, Ky., Feb. 16.—Advertis- 
ing in national magazines will not 
be used by the Ballard & Ballard 
Company, Louisville, in 1933, accord- 
ing to Gilly M. Lewis, advertising di- 
rector of the company, and advertis- 
ing activities will be confined to the 
southeastern section in which the 
company’s prepared baking products 
are well known and have thorough 
distribution. 

With the elimination of national 
copy, it is planned to use more news- 
paper space this year than ever be- 
fore, with tentative plans calling for 
the use of 48 papers in ten states and 
32 cities, all below the Mason and 
Dixon line. 

Advertising will be directed chiefly 
toward selling the company’s Obelisk 
flour and its carton products, which 
include Ballard’s cake flour and sim- 
ilar products, with later copy featur- 
ing Oven Ready biscuit flour. 

N. W. Ayer & Son, Philadelphia, is 
the Ballard agency. 


Uses Exclusive Process 


Dental Survey, Minneapolis, has 
completed an arrangement with 
Brown and Bigelow, St. Paul, for the 
use of the Talio-Crome process of 
color printing. Beginning with the 
April issue, a monthly section will be 
printed by this process. 


Wahl Advances Priesing 


Carl W. Priesing, general sales 
manager, the Wahl Company, Chi- 
cago, was elected vice-president in 
charge of sales at the company’s an- 
nual meeting. 


Hoops to Aubrey & Moore 


Walter J. Hoops, formerly presi- 
dent of Hoops Advertising Company, 
has joined Aubrey & Moore, Inc., Chi- 
cago, as account executive. 


Clarke’s New Work 


Lynn B. Clarke, for ten years with 
the Batten Company and Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York, has joined Kenyon & Eckhardt, 
Inc., New York. 
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In- There is a tide in the affairs of men 
am Which taken at the flood leads on to fortune; 
ing | Omitted, all the voyage of their life 


Is hound in shallows and in miseries. 
“JULIUS CAESAR”—Act 4 


j ; 
d * : * 
| 

ry OU wouldn’t book passage for 

7 . Europe on a ship left stranded on 

not the flats by the tide. No matter how 

= | fine she once looked at the dock, she’s 

di- | no longer transportation when she’s run 

‘tis- 

the | hard aground. 

hi Left stranded by the flood of events 

- that swept over America following the 

mal war, some Chicago newspapers are re- 

“a 4 minders that time and tide wait for 

~~ | no one. 

ais To grow, a newspaper must keep up 

fly with the times. If it fails to note and 

ve understand and act upon the new 

_ forces, the new ideas, which move the 

| public, which lift people out of deep 

aes habit and swing them into new chan- 
nels, a newspaper loses favor, prestige, 

s | influence. 


During the past fifteen years while 
of Chicago and suburbs increased so tre- 


— | mendously, those newspapers which 
| didn’t give people what they wanted 
failed or faded. They don’t deliver 
ig ‘ 
oats today the reader interest, the reader 
“4 response, the coverage which a market 
an- | this large requires. 
— Only by getting and printing the 
id real news promptly and accurately, 
a can a newspaper become a vital and 
| necessary part of the life of its com- 
munity. 
— Only by competent, comprehensive 
New observation and intelligent, unbiased 


Chicago, Tribune Tower New York, 220 E, 42nd St, 


presentation of facts can a 
newspaper hold and get cir- 
culation. 


You can’t gull the public 
by minimizing news in a 
newspaper. You’ve got to 
print it, all of. it, when 
readers want it, as they want 
it. And no newspaper which 
makes a brag out of bias or 
economy or cheapness satis- 
fies readers. 


Because the Tribune 
kept up with its com- 
munity, it is the only Chi- 
cago newspaper which de- 
livers real coverage of this 
market. In 1917 it had 33 
per cent daily coverage of 
Chicago and suburbs. Today 
it has 52 per cent 


The Tribune does not stint 
in covering the news in this 
or foreign countries. It em- 
ploys a highly trained staff 
to run down and get the real news. 
It does not print handouts or propa- 
ganda. It curries no favor with official- 
dom. It prints the truth without fear 
or favor. 


Today, because the Tribune delivers 
the news, it is the most popular 
newspaper in all parts of Chicago 
and suburbs and in every level of 
family life of interest to advertisers. 
It reaches 46 per cent more families 
than read any other Chicago news- 
paper—practically as many as are 
reached by any two other Chicago 
newspapers combined. 


After all, when you plan to put over 


Atlanta, 1825 Rhodes-Haverty Bldg. 


Boston, 718 Chamber of Commerce Bldg. 


TIME AN TE WAT FOR WO OE 


1917 


COVERAGE 


Percentages of coverage 

of the families of Chicago 

and suburbs by daily 
newspapers 


FAMILIES AND DAILY NEWSPAPER CIRCULATIONS 


IN METROPOLITAN CHICAGO 
1917 1932 


American . 252,65 
News ....369, 


Note: Circulations are averages for six months’ periods 
ended September 30, and for city and suburban only. 


an idea or product in a market this 
big, you don’t get the business that is 
out by picking known failures. To get 
volume of sales you need coverage. 
The only Chicago newspaper which 
has it is the Chicago Tribune. 


Ask a Tribune man for further facts 
and about the new discounts which 
mean more sales at lower cost. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


FIRST IN CIRCULATION——FIRST IN RESULTS 
FIRST IN ADVERTISING 


San Francisco, 820 Kohl Bldg. 
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DEVELOP NEW 
TECHNIQUE FOR 
TESTIMONIALS 


Racine, Wis., Feb. 16.— “Good 
taste in advertising” is the slogan 
stressed by S. C. Johnson & Son in 
their latest campaign in women’s and 
class magazines for Johnson’s Wax. 

While the company is featuring en- 
dorsements of women well known in 
their own right and possessing dis- 
tinguished husbands, both the pho- 
tograph and name of the witness are 
subordinated in every case to the 
accompanying illustration of the 
room in which Johnson’s Wax is 
used. 

Needham, Louis & Brorby, the 
Chicago agency in charge of the ac- 
count, emphasize the fact that the 
testimonial in every case is truthful, 
coming from a woman who has used 
the product for many years. 

E. Willis Jones, art director for the 
agency, made a long trip to get the 
exact photographs desired. 

The initial piece of copy carried a 
small halftone of Mrs. Hamilton 
Fish, Jr., “prominent leader in 
Washington’s society and devoted 
mother and home-maker.” 

The main illustration was of Mrs. 
Fish’s drawing room, where “formal 
ity and comfort are admirably com- 
bined.” 

Succeeding advertisements wil] 
feature prominent society women, 
musicians, authors and celebrities in 
other fields. Mrs. Ernest Heming- 
way, wife of the author of “Farewell 
to Arms” will be among those who 
will testify to the merits of John- 
son’s Wax. 

All advertisements will be charac- 
terized by the same subdued treat- 
ment accorded the first. “We are 
trying not to be blatant,” said an 
officer of the company. 


Hurley Again Heads 
Wash Machine Makers 


Edward N. Hurley, Jr., president, 

Hurley Machine Company, Chicago, 
was re-elected president of American 
Washing Machine Manufacturers’ 
Association at the annual meeting in 
Chicago. Other officers are: 
; A. H. Peters, Horton Manufactur- 
ing Company, Fort Wayne, Ind., and 
I. N. Merritt, Grinnell Washing Ma- 
chine Company, Grinnell, Ia., vice- 
presidents; William H. Voss and 
Walter K. Voss, Voss Brothers Manu- 
facturing Company, Davenport, Ia., 
treasurer and assistant treasurer. 
J. R. Bohnen was reappointed execu- 
tive secretary. 


McCann-Erickson 


Increases Staff 


The Chicago office of McCann- 
Erickson, Inc., has been expanded 
with the addition of three new execu- 
tives. 

Paul Holder, formerly art director 
for William H. Rankin Company, 
New York, has become one of the 
two art directors in the Chicago 
office. John Jameson has been trans- 
ferred from the agency’s Cleveland 
office as copy chief, a new title for 
Chicago, while W. G. Schoenhoff, 
formerly space buyer in the Chicago 
office of the William H. Rankin Com- 
pany, has become assistant media 
director. 


Urges Easier Laws 


Joseph T. Mackey, executive vice- 
president, Mergenthaler Linotype 
Company, writing in the current 
issue of Linotype News, suggests 
broadening of the anti-trust laws to 
allow corporations freedom to con- 
solidate or co-operate under certain 
conditions, as an aid to business re- 
vival. 


Coin Machine Show 


The annual exposition and trade 
show, under the sponsorship of Coin 
Machine Manufacturers Association, 
will be held at Hotel Sherman, Chi- 
cago, Feb. 20-23. 


Gillies Is Promoted 


H. A. Gillies, sales manager, 
American Brake Materials Corpora- 
tion, Detroit, has been elected vice- 


Southwest Broadcast 


Chain Starts Service 
Service over Southwest Broad- 
casting Company, chain comprising 
ten stations, has been inaugurated. 
KTAT, Fort Worth, Tex., is the key 
station on the network, other mem- 
bers being KOMA, Oklahoma City; 
WRR. Dallas; KGKO, Wichita Falls; 
WACO, Waco; KNOW, Austin; KTSA, 


San Antonio; KTRH, Houston; 
KXYZ. Houston, and KFDM, Beau- 
mont. 

A. P. Barrett is chairman of the 


board of the new network, and 
Howard W. Davis is vice-president in 
charge of sales. Offices are in the 
Trinity Life Bldg., Fort Worth, Tex. 


Members of Advertising Club of 
Minneapolis gave a Valentine day 
supper dance Feb. 15, at which Fifi 
D’Orsay was a guest. The Woman’s 
Advertising Club joined in the fes- 
tivities. 


Daily Is 50 Years Old 


Bridgeport, Conn., Post, evening 
daily, celebrated its fiftieth anni- 
versary this month. 


Has Combination Rate 
New Orleans Times-Picayune has 
added a combination daily and Sun- 
day rate to its card. 


% 


president in charge of sales. 


BRO-PHY-LAC-TIC 


Merger Results 


In Largest N.Y. 
Printing Plant 


New York, Feb. 16.—Establishment 
of the largest print shop in the east 
will result from a merger of the 
mechanical departments of the Mc- 
Yraw-Hill Publishing Company and 
the Charles Schweinler Press an- 
nounced this week by James H. Mc- 
Graw, Jr., vice-president and treas- 
urer of the McGraw-Hill organiza- 
tion. The merger becomes effective 
March 1. 

The new printing establishment 
will be housed in the Schweinler 
plant at 405 Hudson street and will 
employ 1,500 men. The equipment 
will include presses and other print- 
ing machinery now located in the 
McGraw-Hill Building at 330 W. 42nd 
street. 

Production of 90 nationally circu- 
lated magazines will center in the 
new shop, according to Mr. McGraw, 
who stated that the merger was 
planned for the purpose of effecting 
substantial economies in printing 
costs. Among the publications to be 
printed at the new plant will be the 


30 engineering, industrial and busi- 
ness periodicals of the McGraw-Hill 
Company, these including The Busi- 
ness Week, Engineering News-Rec- 
ord, Electrical World, Chemical and 
Metallurgical Engineering, Food In- 
dustries, and Electronics, and 60 
others, including Literary Digest, 
Christian Herald, Boy’s Life and the 
Clayton magazines. 


“Parents’ Magazine” 


Shatters All Records 


The March, 1933, issue of Parents’ 
Magazine, New York, will carry the 
largest volume of advertising in the 
publication’s history, according to 
George J. Hecht, president. 

The issue will be 19 per cent ahead 
of December, 1931, the previous high 
month, in gross display revenue, and 
300 per cent ahead of March, 1929. 


Albert E vans Moves 


Albert Evans Advertising Agency, 
Ine., Fort Worth, Tex., whose quar- 
ters in the Grant Bldg. were dam- 
aged by smoke and water in a recent 
fire, has moved to Mrs. Dan Wag- 
goner Bldg. 


Tuomey Is Vice-President 


At the annual meeting of Photo- 
play Publishing Company, held in 
Chicago, John S. Tuomey was elected 
vice-president. 


John Hancock Assets Grow 


Assets of John Hancock Mutual 
Life Insurance Company of Boston 
increased $18,177,558 in 1932 over the 
preceding year, the report of Walton 
L. Crocker, president, reveals. More 
than $105,000,000, exclusive of loans 
on policies, was paid out to policy- 
holders and their beneficiaries dur- 
ing the year. 


Miss Griffin Out 
of Lord & Thomas 


Ethel Griffin, market analyst for 
Lord & Thomas, Chicago, has _ re- 
signed. 

She served as assistant to Paul 
Troup for many years and when he 
was succeeded by Frank A. Cuddihy, 
continued as his aide. 


Publishes Sales Study 


Olsen Publishing Company, Mil- 
waukee, publisher of The Milk 
Dealer, Ice Cream Review, and Na- 
tional Butter & Cheese Journal, has 
published its second survey on the 
relationship of advertising to sales 
of companies in its field. 


York Tahes New Post 


Wilford York, formerly with United 
States Advertising Corporation, has 
joined the Milwaukee office of Need- 
ham, Louis and Brorby, Ine., in 


. \ 
a 


MCKESSON. & ROBBINS 


JAN. 5, 1933 


time jig-saw puzzles seem to be in the 
lead for popularity. These are being used 
for such products as Listerine, Coco- 
Malt, Westinghouse Lamps, Pepsodent, 
and McKesson & Robbins’ items. 


Premiums are, if handled skilfully, a 
| sure-fire stimulant to sales f/x 


PRINTER’S INK 


At the present 


EINSON-FREEMAN CO., INC. 


LONG ISLAND CITY, N. Y. 


Printers’ Ink” reports and 
sales executives confirm that 
44ye 4a 

Jig-Saw’ Puzzles as pre- 
miums are producing SALES 
—three, four, five times the 
sales that advertisers may 
ordinarily expect! 
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ADVERTISING AGE 


CONTINENTAL T0 


_ MAKE SALESMEN 
OF ALL WORKERS 


Employes Get Commission 


On Sale of Cars 


Mich., 


Detroit, Feb. 


ploye of the organization and 
affiliates, except 
| gaged in sales activity. 


originally 


monthly sales records. 


16.— With 
every employe an “advertising me- 
dium,” Continental Automobile Com- 
pany this week launched a plant-wide 
sales campaign calling for direct so- 
licitation of prospects by every em- 
its 
those directly en- 


From $10 to $20 commission, de- 
pending upon the model, will be paid 
for each sale in which the contact 
between dealer and customer was 
made by the employe. 
Prizes will also be awarded for high 


Details of the plan are being out- 
lined at gala employe dinners in De- 


troit, Grand Rapids and Muskegon, 
where factories are located. The din- 
ners are being sponsored by cham- 
bers of commerce as semi-civic af- 
fairs, with the idea of calling upon 
home-town pride to support the drive. 


Distribute Cards 


Books of patronage cards are being 
provided employes, who are requested 
to hand them to every merchant with 
whom they have business. 

These cards, signed by the indi- 
vidual worker, announce that “the 
patronage that comes from me and 
my family is made possible through 
compensation received from Conti- 
nental Motors Corporation or from 
one of its subsidiary companies. 

“T am interested in increasing the 
business of my company and you can 
help me in my efforts to do so by 
using personally and in your business 
one or more automobiles manufac- 
tured by the Continental Automobile 
Company. Purchases of these auto- 
mobiles by you and through your in- 
fluence will help to make my job per- 
manent and will be appreciated by 
me.” 

Each worker is also being provided 
with a sales certificate book to be 
used to certify that the introduction 
of prospect to dealer was arranged 
by a particular employe. 

Employes will also be given com- 


missions on cars which they “sell” 
to themselves. 


Louis A. Pratt, 
Agency Pioneer, 


Joins Randall 


Detroit, Mich., Feb. 16.—Louis A. 
Pratt, president, Pratt-Moore Adver- 
tising Company, and one of Detroit's 
advertising pioneers, has become as- 
seciated with Fred M. Randall Com- 
pany as vice-president. While the 
Pratt-Moore agency has not been dis- 
solved, it has become inactive, and 
its accounts are now being handled 
by the Randall agency. 

The accounts brought to Randall 
by Mr. Pratt are Parker Rust-Prooft 
Company, Zenith-Detroit Corporation, 
George P. Way, Inc., Richmond & 
Backus Company, and J. Thos. 
Rhamstine, all of Detroit, and Isbell 
Seed Company, Jackson, Mich. 

Mr. Pratt’s advertising connections 
date back to his association with 
the old Brownell-Humphrey Com- 
pany, Detroit’s first large agency. 
Mr. Pratt was secretary and account 
executive on Oldsmobile in 1904, 
when he inaugurated the first cam 


paigns for the old “Curved Dash” 
runabouts. He has played an impor- 
tant role in Detroit as a teacher of 
advertising and in the development 
of the Adcraft Club in its early days. 


Kellogg Gives Booklets 


Kellogg Company, Battle Creek, 
Mich., has begun national distribu- 
tion of All Bran and Kaffee Hag 
booklets, to be followed by intensive 
sampling campaigns on various prod- 
ucts. Advertising Distributors of 
America are handling the job in 
Pennsylvania, Ohio, Kentucky, West 
Virginia, Indiana, Wisconsin, south- 
ern Illinois, Missouri, Kansas and 
western Texas. 


Has Account Nine Years 


The advertising of Butter-Nut 
Coffee, for whom a radio program 
has recently been inaugurated, has 
been handled by Buchanan-Thomas 
Advertising Company, Omaha, for 
nine years. A recent item stated the 
agency had recently secured the ac- 
count, 


Kroger Increases Profit 


Net earnings of Kroger Grocery 
and Baking Company in 1932 were 
$2,740,867.44, compared with $2,731,- 
128.07 in 1931, according to the an- 
nual report of Albert H. Morrill, 
president. 


| 


zation has the experience to 

_ create a plan and puzzle 
that will not merely stimulate, 
but multiply your sales! 


| Get on the jig-saw puzzle 


| band wagon—call in an Einson- 
Freeman executive at once! 


NOTE: All: puzzles mentioned in Printer’s Ink 
clipping are EINSON-FREEMAN Creations. f 


saroLn at 


| As originators and promoters  — Sx 
and largest producers of the 
_ jig-saw puzzle premium idea, 
| the Einson-Freeman organi- 


es 


REPRESENTATIVES WANTED: 


Large variety of stock designs available for quick delivery. 


SWEEPS THE COUNTRY! 


coco 


LISTERINE 


Me 


STUDY HOUSE-10- 
HOUSE SELLING 


New York, Feb. 15.—In an effort to 
discover at first hand how much, and 
what kind of merchandise can be 
sold from house-to-house, a number 
of New York University students, 
under the direction of Dr. Louis 
Bader, associate professor of mar- 
keting in the school of commerce, 
have completed an_ investigation 
which gives interesting data on this 
type of selling. 

The students rang more than 1,000 
doorbells in all types of homes in 
Rutherford, N. J., White Plains, 
N. Y:, and Freeport, L. I. 

Approximately one-third of the 
rings went unanswered, although 
sounds within the homes indicated 
that some one was at home in a num- 
ber of cases. Of those who answered, 
nearly 500 were willing to listen to 
the investigator, who immediately 
made it clear that he had nothing 
to sell, while others refused to be 
bothered even then. 

According to the investigators, the 
survey indicates that: 

Such selling is expensive and in- 
effective, since 4.5 bells must be rung 
to make a sale. 


Sympathy Big Factor 


Housewives generally will listen to 
house-to-house salesmen only a few 
hours of the day, and not at all«on 
some days. 

When sales are made they usually 
result from sympathy, only low- 
priced articles can be sold, and then 
only in small quantities. 

Only about one-third of those who 
will listen to the salesman buy, and 
these make purchases on the average 
only once in four times. 

Nearly all housewives prefer to 
buy convenience goods from stores 
in their localities, only five per cent 
indicating any desire to buy them 
from canvassers. 

More than one-third of the house- 
wives prefer to buy luxury goods 
from local merchants; the others 
patronize the larger metropolitan 
stores for these items. 


Georgia Outdoor Group 
Re-Elects C. D. Smith 


Cc. D. Smith, Columbus, was re- 
elected president of Outdoor Adver- 
tising Association of Georgia at the 
annual meeting held in Atlanta. 
Other officers are: H. H. Bates, 
Gainesville, and A. L. Crowe, Mari- 
etta, vice-presidents; R. L. Pay, At- 
lanta, secretary-treasurer; M. T. 
Price, Savannah, national director; 
B. F. Harris, Griffin, T. L. Spence, 
Thomasville, and E. R. Fendig, 
Brunswick, directors. 

Speakers at the meeting included 
Turner Jones, vice-president, Coca- 
Cola Company; Bruce Moran, Fitz- 
gerald Advertising Agency; A. C. 
Gottschaldt, Gottschaldt - Humphrey 
Advertising Agency; James A. 
Greene, James A. Greene Company; 
George Ripley, Outdoor Advertising 
Ine.; and H. H. Fisk, general man- 
ager, Outdoor Advertising Associa- 
tion of America. | 


“Minneapolis Tribune” 
Still Has Roto Section 


An item in the Feb. 11 issue of 
ADVERTISING AGE which stated that 
Minneapolis Tribune has_ discon- 
tinued its rotogravure section in 
favor of an eight-page art graphic 
section was in error. 

This publication still publishes a 
rotogravure section, the dis -con- 
tinued section being that of Minne- 
apolis Journal. 


Denied “V8” Mark 


General Motors Corporation has 
been denied the right to register as 
a trade mark for automobiles and 
parts the notation “V8,” the figure 
“8” being superimposed on or placed 
within the arms of the letter “V.” 
The decision held the mark is merely 
descriptive of a certain type of 
engine. 


Notox on Air 


Joseph Gallichio and Cyril Pitts 
will be featured by Notox, hair dye, 
on Monday, Wednesday, Friday 


broadcasts over WENR, Chicago. 
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HORMEL FEATURES 


J1G-SAW CONTEST 


Feb. 
Austin, 


Minneapolis, Minn., 
A. Hormel & Co., 


16.—Geo. 
Minn., has 


launched a unique type of jig-saw | 


puzzle copy with color 
metropolitan newspapers, 
which appeared in the Chicago Trib- 


pages in 


une Feb. 10. 
Capitalizing on the current popu- 
larity of the jig-saw puzzle, the 


initial copy devotes over a third of 
its space to a highly colored collec- 
tion of queerly shaped pieces which 
are to be cut out and pasted into 
position by the reader. 

The page carries a red scare head 
almost three inches high announcing 
“$500.00 Reward” in the Hormel 
vegetable soup puzzle contest, with 
the rest of the space being devoted 
to the simple rules of the contest 


and straight sales talk devoted to 
the merits of the company’s new 
product. 


Awards are based not only on ac- 
curacy in fitting the pieces of the 
puzzle together, but also upon the 
merit of a 15-word message which 
must be written on a Hormel vege- 
table soup can label, telling what 
the reader likes most about the prod- 
uct. 

Although replies are to be ad- 
dressed to the home office of the 
company, awards are to be made by 
judges selected by the paper’s adver- 
tising department. The Minneapolis 
office of Batten, Barton, Durstine & 
Osborn, Inc., is the Hormel agency. 


To Start B. B. B. 


The New Orleans Better Business 
Bureau will be ready to function 
shortly, Eli Shapiro, chairman of the 
organization committee, has  an- 
nounced. E. Davis McCutchon will 
be in active charge. 


Thune Is Vice-President 

Walter W. Thune, western sales 
manager, Worcester Salt Company, 
has been named a vice-president. 


the first of | 


'T.P.A. Condemns 


Rate and Agency 
Fee “‘Chiseling”’ 


| New York, Feb. 15.—Asserting that | 
securing | 


instances of advertisers 
lower than card rates from indus- 
trial publishers, and instances ot 
agencies splitting commissions with 
clients have been brought to its at- 
tention. Technical Publicity As- 
sociation of New York has adopted a 
resolution decrying these practices, 
and calling upon members of the as- 
sociation to report such violations 
to the executive committee. 

Pointing out that such practices 
are in direct violation of the basic 
objects of the association, the resolu- 
tion declares that: 

“Technical Publicity Association, 
Inc., desires to go on record that as 
an association it believes that now 
as never before fair practices, both 
on the part of the buyer and seller 
of individual advertising media and 
service, are indispensable to the con- 
tinued forward progress of all en- 
gaged in the business of industrial 
advertising.” 


Death Ends Service 
of Roy R. Black 


Roy R. Black, 54, vice-president of 
the IE. Katz Special Agency, Chicago, 
died February 10 after a year’s ill- 
ness. Funeral services were held 
Monday, interment being at Rock- 
ford, Ill. 

Mr. Black, who was western man- 
ager of the firm, spent about 20 years 
with it. He was widely known for 
his fetish for exact facts, which also 
made him popular among agencies 
and advertisers. 


Dedicate Post Office 


Chicago’s new post office, said to 
embody the most efficient devices 
known for handling mail, was offi- 
cially dedicated Feb. 22. 


Denver B. B. B. Quits 


The Denver, Colo., Better Business 
Bureau has suspended operation, due 
to lack of financial support. 


Typography that is 
Correctly Done 


Correctly Serviced 
Correctly Priced 


... available to you! 


Any member of the Advertising Typographers of 
America listed below will be glad to talk over your 
typographic requirements with you. You will be 
surprised how efficiently your typography can be 
handled. Why not get in touch with one of them now? 


AERON, OHIO 

Akron Typesetting Company 
BOSTON 

The Berkeley Press 

The Wood-Clarke Press 
CHICAGO 

Bertsch & Cooper 

J. M. Bundscho, Inc. 

Faithorn Corporation 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats-Inc. 
DALLAS 

Jaggers-Chiles-Stovall, Inc. 

Stellmacher & Clark, Inc. 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT 

Fred C. Morneau 

George Willens & Co. 
INDIANAPOLIS 

The Typographic Service 


NEW YORK CITY 
Ad Service Company 
Frost Brothers 
David Gildea & Co., Inc. 
Heller-Edwards Typography, Inc. 
Huxley House 
Independent Typesetting Co., Inc. 
National Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Service Co., 

of N. Y., Inc. 

Kurt H. Volk, Inc. 
Woodrow Press, Inc. 


PITTSBURGH 
Edwin H. Stuart, Inc. 

PHILADELPHIA 
Kurt H. Volk, Inc. 


TORONTO 
Swan Service 


Advertising Typographers 


of America 


National Headquarters: 
461 EIGHTH AVENUE, NEW YORK 


BROWN DEALERS 
TOGET UNUSUAL 
SELLING HELPS 


Shoe Company Plans to Aid 
Selected Stores 


St. Louis, Mo., Feb. 14.—To gain 


and hold the good-will of juvenile 
|customers just beyond the nursery 
rhime stage for Brownbilt and Tuf- 
Flex shoes for juniors, Brown Shoe 
|Company will furnish selected deal- 
ers with a special juvenile depart- 
ment setting depicting “A _ trip 
around the world.” 

Material for creating the juvenile 
travel agency is designed for Tuf- 
Flex shoes in basement departments, 
and for either Tuf-Flex or Brownbilt 
shoes in any floor location of dealers 
who meet specified standards of an- 
nual sales volume and general rat- 
ing. 

Unique Introduction Used 


Merchandising of Brown Shoe 
Company promotion to the dealer 
started early in 1933 with the mail- 
ing of keys to every dealer, accom- 
panied by a letter asking that the 
key be held until the company’s 
salesman arrives, as he has a lock 
which only this key can open. When 
the salesman arrives it will develop 
that the lock to be opened is that 
on the salesman’s portfolio. 

With this bit of stage-craft guar- 
anteeing attention, the salesman will 
proceed to counsel the merchant on 
how to make the most of his sales 
opportunities, stressing particularly 
the importance of establishing a defi- 
nite budget for advertising, based on 
sales volume, and definitely appor- 
tioned among various types of sell- 
ing aids. 


Selective Selling Practiced 


Because the company has found 
that all dealers are not equally 
valuable, and because of the differ- 
ent conditions facing individual out- 
lets, the entire dealer help system 
of the company will be merchandised 
to one merchant in a trading area. 
In smaller towns this may mean only 
one dealer in the town, in larger 
cities it will mean one in each shop- 
ping district. 

The problem of picking the dealer 
to receive the benefit of the promo- 
tion material will rest squarely with 
the company’s salesmen. They will 
make the choice of the dealer in 
each trading area, and will sell him 
the entire line of promotional ma- 
terial. 

The company has also designed an 
especially elaborate department in- 
stallation called “Little America,” 
Mr. White announced. Only a few 
of these displays will be placed, and 
only in major cities. 

Advertising to the trade will con- 
tinue in Boot and Shoe Recorder, 
Coast Shoe Reporter, St. Louis Mar- 
ket News, and Northwest Commercial 
Bulletin. Gardner Advertising Com- 
pany, St. Louis, is the agency. 


These movie girls will be among hain making the transcontinental 
hind on the G. E.-Warner Brothers special train. 


Shopping News 
For Classified 
In Los Angeles 


Los Angeles, Cal., Feb. 14.—A new 
idea in shopping news publications 
made its appearance on Los Angeles 
doorsteps Sunday morning, Feb. 12, 
in the form of a four-page sheet 
made up of classified and small dis- 
play advertisements. The  publica- 
tion is known as “Los Angeles Classi- 
fied Advertising News.” 

To introduce the innovation, bill- 
beards throughout the city carried 
teaser posters with the message, “A 
New Deal At Your Doorstep Every 
Sunday.” The first two pages are 
given over to classified advertise- 
ments while the final pages are made 
up of small display advertisements 
running from an inch to a quarter- 
page. 

Rudolph E. Seiler is publisher and 
general manager of the new paper. 
The circulation is said to be in ex- 
cess of 236,000. 


Radio Lottery 
LawTightened 
By the Senate 


1) 


“Your committee believes,” Sena- 
tor Dill explained, “that it is more 
desirable that the commission should 
hold all important hearings and se- 
cure more personal knowledge of con- 
tests by this method, and for that 
reason has provided that all hear- 
ings on major radio questions shall 
be held by the commission, or by a 
commissioner, or by a number of 
commissioners, as the commission 
may designate.” 

Other amendments adopted by the 
Senate include a provision allowing 
radio station owners whose licenses 
have been revoked the opportunity of 
appealing in the local district court 
instead of being required to use the 
District of Columbia courts; prohibit 
making an increased charge for poli- 
tical talks, and provide for equality 
of treatment of political candidates. 


Johnson New Eastern 


Manager for Mogensen 


Charles A. Johnson, formerly 
manager of the Chicago office of 
M. C. Mogensen & Co., newspaper 
representatives, has been promoted 
to eastern manager with jurisdiction 
over the Chicago, New York and 
Detroit offices. 

C. R. Tichenor has been appointed 
resident manager of the New York 
office. 


(Continued from Page 


Detroit Agency H as Two 


Advertising of Bundy Tubing Com- 
pany and American Injector Com- 
pany, both of Detroit, has been placed 
with Holden, McKinney & Clark, Inc., 
Detroit. 


Raises Subscription Rate 


Bradstreet’s Weekly, New York, has 
announced an increase in its sub- 
scription price from $5 to $10 per 
year. Two-year subscriptions are now 
$15, and three-year subscriptions, $20. 


| 


| erable, 


BETTER FIGURES 


ON CIRCULATION 
OF RADIO SOUGHT 


(Continued from Page 1) 


| bined with studies of station circu- 


lations. The expense will be consid- 
necessitating the financial 
assistance of the stations. 

The broadcasters have indicated 
they will consider such a proposition 
favorably, providing they 
mitted to make free use of the data 
for which their contributions will 
help to pay. If restrictions on the 
use of the information are imposed, 
the arrangement will not only be un- 
satisfactory to them, the broadcast- 
ers declare, but will not serve the 
needs of the advertising field at 
large. 

Should an impasse occur, it is 
likely that the proponents of the in- 
dependent clearing house idea will 
proceed promptly to a concrete ex- 
pression of their views as to how re- 
liable data on station coverage can 
best be obtained and disseminated. 

It is certain the agencies and ad- 
vertisers will receive close coopera- 
tion from the stations, all of which 
are more or less dissatisfied. 


Object to All Reports 


They object, for example, to the 
Crossley reports because they stress 
station history, instead of station po- 
tentiality; to the studies of network 
popularity because they glorify chain 
affiliates; to independent studies, 
such as the well-known “expert opin- 
ion” compilation of a leading agency, 
because they are superficial; to the 
folklore based on returns from iso- 
lated and unusual campaigns; 
their own research because it must 
be designed to fill the gaps in the 
specialized viewpoint studies. of 
others, and, finally, to the Federal 
Radio Commission's signal strength 
maps because they were issued with- 
out pointing out the distinction be- 
tween signal power and signal _ 
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comment on station  peputaetty. 


General Outdoor 


Adopts Quantity 
Discount Plan its 


Chicago, Feb. 15.—General Outdoor 


Advertising Company, Ince., has 
placed a quantity discount plan into 
effect, retroactive to Jan. 1, 1933, in 
addition to the continuity discount 
plan announced at the beginning of 
the year. 


will be allowed outdoor advertisers 
at the rate of (a) five per cent for 
six representative (half) showings 
in any twelve-month period when 
service is rendered under such con- 
tract in the same city or cities; and > 
(b) ten per cent for twelve represen-; 
tative (half) showings under the 
same conditions. 

The new discounts apply regardless 
of continuity, and advertisers now 
may take their choice of these dis- 
counts or those announced for con- 
tinuity, whichever may be most ad- 
vantageous. 


All-Year Club Has Party 


All-Year Club of Southern Califor- 
nia, national tourist advertising or- | 
ganization, celebrated its twelfth | 
birthday last week with a luncheon 
at Biltmore Hotel, Los Angeles. | 


' 


Start Sampling Service _ 


National Sampling, Inc., has Rial 
established at 434 E. Woodbridge St., 
Detroit, to provide a city-wide sam- 
pling service. E. J. Ruland is presi-| 
dent. 


Names Canadian Agent | 

Cockfield, Brown & Co., Ltd., has 
been appointed to direct advertising 
of Canadian Goodrich Company, Ltd., 
subsidiary of B. F. Goodrich Com- 
pany. 
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ADVERTISING AGE 11 


Many of America’s largest advertisers are 
finding that Collier’s heads the list of all 


publications in making sales. 


Results are out of proportion to the size of 


its circulation. 


For Collier’s is read today with an intensity 
of interest that has no parallel among pub- 


lications of large circulation. 


This interest is intelligent and sincere. 
Collier’s appeals to the type of alert, active, 


young-minded citizen whose thoughts are 


~ Colliers 


We believe that in Collier’s a new leader has 
appeared among magazines—a leader, designated 


as such by a modern-minded American public. 


THE CROWELL PUBLISHING COMPANY 


toward constructive but inevitable change. 


Such a citizen is a leader and an influence 


among his fellow men. 


What appears in Collier’s is the theme of 
American thinking. 


What is advertised in Collier’s becomes the 


preference in American buying. 


Collier’s, alone, or as the key medium of a 
list of publications, furnishes the leadership 
in editorial influence that has always been 


the backbone of advertising success. 


THE NATIONAL WEEKLY 
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New Milwaukee Office 


Serves Nine Accounts 


The newly opened Milwaukee office 
of Needham, Louis and Brorby, Inc., 
is now handling accounts of the fol- 
lowing, among others: 

Walter Booth Shoe Company; Bad- 
ger Milk Products Company; Track- 
son Company; A. F. Gallun & Sons 
Corporation; Tharinger Macaroni 
Company; Wisconsin Abrasive Com- 
pany; Brook Hill Farms; Weisel & 
Co.; and Maier Ice Cream Company. 


Elsie De Wolfe 


Names Reese Agency 


Elsie De Wolfe, New York interior 
decorator, has appointed Thomas H. 
Reese & Co., Inc., New York. 

Miss De Wolfe has contracted with 
Mrs. Franklin D. Roosevelt, manu- 
facturer of Val-Kill Colonial furni- 
ture, for exclusive sales rights on 
this line. Class magazines and direct 
mail will be used. 


Sidley Resigns Post 
William P. Sidley, director and 
vice-president, Western Electric Com- 
pany, and director of Manufacturers’ 
Junction Railway Company, a sub- 
sidiary, has resigned all of his posts, 
following his retirement, 


Engraver Dies 
Clarence H. Williams, sales man- 
ager for Loewenbach & Sons Com- 
pany, Milwaukee engraver. died Feb. 


ey Gey, en, 
'VE FOUND 
THE BEST 

- HOTEL VALUE 

IN NEW YORK 

CITY 


Just think... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


\ PICCADILLY 


45th STREET end BROADWAY NEW YORK 
William Madlung, Mng. Dir. 


STUDY AT AUTO 
SHOW INDICATES 
73, ARE BUYERS 


Will Purchase Car Within 
Six Months, They Say 


Detroit, Mich., Feb. 15.—Twenty- 
three per cent of automobile show 
visitors definitely intend to buy a 


new car within six months, if the re- 
sults of a survey conducted during 
the Chicago Show under the super- 
vision of A. vanDerZee, general sales 
manager, Dodge Brothers Corpora- 
tion, are taken as representative. 
Gauged on the same basis, these 
co-operative exhibitions, though they 
have been going on for 33 years, 
still continue to prove the touchstone 
of public interest in modern trans- 


portation. 
In an effort to discover: who are 
the people that visit automobile 


shows, why do they go there, how 
many of them are car owners, and 
how many, in reality, are prospec- 
tive buyers of new cars, 1,000 per- 
sons were interrogated. Undertaken 


ducted also with a purpose of ob- 


medium and low-priced ex- 


hibits. 


Asked Three Questions 


Three questions were asked. 
first—“Do you own a car 


queried, 785 were 
and 215 were still 
transportation. In other words, 
car owners. 


To the second question—‘How 


less than a year; 
driven their 
years; 218, 
years; 
| seven 


cars a 
three 


year: 
years; 


162, 
112, 


years; 11, eight years; 


four confessed to the ownership of 
ten-year old automobiles. 

The third question, put to owners 
and non-owners alike, was: “Have 
you in mind buying a new car, now 
or in the near future?” Of the per- 
sons interviewed, 375 answered, 
“ves,” and 625 said, “no.” 

Of the 375 who said they were 
prospects, 195 figured that they would 
buy within periods ranging from two 


on two separate week days in order 
to include Show visitors of average 
interest rather than persons making 
the Show the object of a holiday ex- 
cursion, the investigation was con- 


taining a cross-section of visitors to 
| high, 


The 
now ?”— 
revealed that of the thousand persons 
present owners, 

without motor 
78 
out of every 100 Show visitors were 


long have you had your present car?” 
—86 of the 785 owners replied that 
they had driven their present models 
116 said they had 
two 
four 
40, five years: 19, six years; 17, 
and 


to six months. Five would like to 
buy, but could not afford it. Fifteen 
were not sure of their intention. 
Thirty-five declared they would buy 
immediately upon finding the car 
suiting their preference and pocket- 
book. In addition. there were 125 
who said they were considering buy- 
ing a new car within from seven 
months to a year. 

Mr. vanDerZee considers these re- 
sults encouraging. 


23 Per Cent Ready to Buy 


“One need not be a very astute 
salesman to sense the significance of 
these figures,” he said. “Suppose we 
disregard all the interviewed persons 
whose buying intention is deferred 
for more than six months; in other 
words, let us consider only the po- 
tential prospects who stated they 
would be in the market within the 
ensuing six months. The total num- 
ber of such persons in the random- 
picked crowd of 1,000 Show visitors 
is 230, or 23 per cent—an encourag- 
ing percentage, I should say. 

“Now let us project our findings 
into terms applying to the multitudes 
visiting Chicago’s Coliseum during 
Show week. Assuming that the en- 
tire crowd of 140,000 Show visitors 
is leavened with 23 per cent of pros- 
pects who make no secret of their 
Iniving inclination, we see at least a 


plausible outlook for the sale of 
52.200 automobiles within the next 
half year, with still other prospects 


in the offing, to be cultivated later. 
“True, economic conditions and 
the vagaries of human affairs will do 
their share in trimming the actual 
sales yield. But there is no denying 
the fact that a sizeable potential car 
market is awaiting ndageaaecioie sa 


ae 


Foreign Trade ew 
Meets April 26-28 


The 20th annual meeting of Na- 
tional Foreign Trade Council will 
be held in Pittsburgh April 26-28. 

The effect of depreciated cur- 
rencies, internatinoal barter and gov- 
ernmental insurance on foreign sales 
are among the most important sub- 
jects to be discussed. 


Rumford to Continue 


HERE IS 


Who Can Help You Hold Your Clients 


And Get New Ones 


EPARTMENT OF COM- 

MERCE figures show that 
86% of those companies which 
have forged ahead during the 
past two or three years at- 
tribute their success to im- 
proved marketing. To select- 
ing new markets with profit 
possibilities. To eliminating 
those which analysis showed 
were not worth keeping. To 
the study of means by which 
dealer and consumer accept- 
ance could be improved. To 
increased sales effort in the 
right direction. 


The leaders of today among 
advertising agencies are those 
which are giving their clients 
intelligent market research 
support. Those which are giv- 
ing profitable marketing sug- 
gestions based on proved facts 


A MAN 


to their clients. Suggestions 
which not only hold _ these 
clients but make them more 
important ones. 


7 Years of Market Analysis 
For the past seven years I have 
analyzed the merchandising 
methods, the distribution and 
sales problems of many na- 
tional advertisers, large and 
small. Primarily from facts 
developed from field research. 
My position has been research 
manager of one of the largest 
national magazines. 


I can produce the facts which 
will help you hold your clients 
—and get new ones. May I 
call to discuss your problems 
with you? 

Write c/o Advertising Age, 


Box 276, 330 W. 42d Street. 
je Pe ve 


Volume of 1933 advertising for 
Rumford Chemical Works, Rumford, 
R. L., will be the same as in 1932, 
Clarkson <A. Colline, Jr., general 
sales manager, has announced. News- 
papers will get the bulk of the appro- 
priation. with radio receiving a siz- 
able slice. 


Receivers for Willys 


John N. Willys, chairman, and L. 
A. Miller, president, Willys-Overland 
Company, Toledo, O., have been 
named receivers for the company in 
what was described as a _ friendly 
action before the federal district 
court there Feb. 15. 


George Costello with 
“Physical Culture” 


George Costello has joined Physical 
Culture, where he will serve on the 
New York advertising staff. 

He was formerly connected with 
the Eastern office of Paul Block and 
Associates. 


Publisher Injured 


F. W. MacMillen, publisher of San 
Carlos, Cal., Bulletin and Del Monte, 
Cal., Courier, suffered a fractured 
skull when his parked automobile 
rolled down a hill and knocked him 
down recently. 


Aikins Is for Self 


Russell C. Aikins, until recently a 
partner in the Aiklee Studio, Inc., 
New York, has established a photo- 
graphic studio under his own name 
at 205 East 42d St., New York. 


Real Silk Profits Grow 


Real Silk Hosiery Mills, Inc., In- 
dianapolis, reported net profit for 
1932 of $96,795, compared wiih net 
loss of $324,737 for the previous year. 


Passenger Conference 
Plans Large Campaign 


New York, Feb. 16.— Announce- 
ment of a co-operative campaign 
under the sponsorship of the Trans- 
atlantic Passenger Conference,  to- 
gether with current, extra-seasonal 
activity on the part of individual 
companies, gives promise that 1933 
will be a sales-minded year in pas- 
senger steamship circles. 

The cooperative campaign, for 
which Newell-Emmett Company was 
appointed this week, will be the suc- 
cessor to a similar venture last year 
under the same sponsorship but with 
Thos. Cook & Son-Wagon-Lits, Inc., 
and the American Express Company 
appearing as the principals. An ap- 
propriation of $100,000 has been ap- 
proved, an increase of 33144 per cent 
over last year’s figure. 

Unlike the forthcoming activity, 
however, the 1932 campaign was not 
organized on a permanent basis. It 
was the first co-operative advertising 


placed by the industry, and was 
arranged hurriedly in order to cap- 
italize on reductions in passenger 


fares ranging from 20 to 50 per cent. 

Newspapers were used exclusively, 
as there was not sufficient time to 
make magazine closing dates. The 
campaign was directed by the L. D. 
Wertheimer Advertising Company, 
contrary to a by-law forbidding the 
appointment of an agency which 
served a member of the conference, 
so as to save the time which would 
be required for an inexperienced 
egency to gather the reins. 

Business Showed Increase 

The copy ran in newspapers in 14 
cities from Chicago eastward during 
March, April and May. No check on 
the business created was attempted. 
but participants reported  unani- 
mously that they had traced a worth- 
while volume of new business to the 


campaizn 
+> 


The advertising Committee and 
new agency are confronted by a fresh 
set of merchandising problems this 
year, due to the facts that bargain 
uews is not available, tariffs having 
been advanced slightly since last 
year, and that the co-operative under- 
taking is now considered in the light 
ct a permanent program. 

It is thought likely that the formal 
plan to be presented in time for con- 
sideration prior to the opening of 
the campaign in March will involve 
the use of general magazines and 
hewspapers. Copy will run the old 
gamut of education, culture, recrea- 
tion, health and social contacts, and, 
in addition. sound new notes pitched 
to gain the ear of the affluent idle. 

It is believed that the times have 
brought the steamship companies a 
unique opportunity by widening the 
travel market to include the large 
number who have always had the 
means for foreign travel but not the 
time. The copy will carry a mes- 
sage to this group and also appeal to 
those who might be interested in a 
plan to live cheaply abroad until the 
sun is shining more brightly on the 
domestic industrial scene. 

The agency will have to decide 
Whether or not the advertising will 
be written to pull direct response. It 
has been agreed that if coupons are 
included, the participants will forego 
a bombardment of promotional mat- 
ter, using instead but one booklet 
prepared specifically for this cam- 
paign. The advertisements will be 
signed by the Institute of Foreign 
Travel, the publicity arm of the 
Transatlantic Passenger Conference. 


Nationals Not Included 


Although practically every line on 
the Atlantic is represented in the 
Conference, the campaign will be 
supported only by those which draw 
heavily on tourist patronage. The 
group excludes those which depend 
chiefly on their own nationals, such 
as the Scandinavian and Greek lines. 

Inasmuch as the Conference is 
composed of individuals and corpora- 
tions who are not only intense busi- 
ness rivals but of different nationali- 
ties noted for patriotic spirit, the co- 
operative campaign is said to be a 


classic 


example of advertising co- 
operation. 
Nevertheless, the set-up requires 


that great care be taken by those in 
charge of the campaign so as not to 
ofiend national pride and to give 
each country represented by the par- 
ticipants an equal share of the pro- 
motion. The problems in this con- 
nection were illustrated in last year’s 
campaign by omission of statements 
regarding the delights of travel in 
any one country, the point of desti- 
nation being referred to simply as 
“Europe.” 

The matter of illustrations proved 
troublesome until the agency hit on 
the idea of symbolizing travel in the 
abstract, using the figure of a woman, 
of indefinite racial origin, astride a 


dolphin. It is probable that the 
solution will be evolved this year 
with a catalog type of copy. 
Individual Effort Increased 
Among the lines which have in- 
creased their individual advertising 
after last year’s co-operative cam- 


paign and have exhibited sales strat- 
egy in the development of new 
themes are the Cunard Steamship 
Company, Ltd., and the Hamburg- 
American Line. 

The former company is carrying 
en an extensive magazine campaign 
in charge of the L. D. Wertheimer 
Advertising Company to sell the per- 
sonnel of its ships. The personal 
qualities of captains, officers, pur- 
sers, and even sailors, are discussed 
in connection with their responsi- 
bility to make the crossing safe and 
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enjoyable for patrons. Some four- 
color spreads are being used for the} 
account. 


Italian Line made its maiden trip to 
New York late last Fall, the press 
enthused at length over the new 
stabilizers - with which it was | 
equipped. A stormy crossing during | 
which the devices demonstrated their 
worth helped the publicity along. 

The comment reminded the Ham- | 
burg-American Line that its — 
best ships were also equipped with | 
stabilizers, and the company began a 
magazine campaign through Albert 
Frank-Guenther Law, Inc., to cash in 
on the rival line’s publicity. Re 
straint has been exhibited in avoid- 
ing reference to sea-sickness, the ad- 
vuntages of the anti-rolling equip- 
ment being expressed in terms of 
“solid comfort.” Apparently, the 
advertisers believe that even a nega- 
tive reference to mal-de-mer is in- 
advisable. 


Paul Block Conf ins | 


with Senate Committee! 

Paul Block, the New York news: 
paper publisher, appeared before the 
Senate Finance Committee Feb. 14 to 
state his views on economic rehabili- 
tation. 

More than 250 leaders in gf 
life will tell the committee how they 
think economic recovery can be 
achieved before the conference is 
concluded. | 


United Has Eversweet; 


Employs B. D. Freeman 
United Advertising Agency, 
York, has been appointed by Ever: 
sweet Products Corporation, New) 
York, manufacturer of a deodorant! 
in the form of a cream stick. 

B. D. Freeman, formerly art direc- 
tor for Lord & Thomas, Inc., has 
joined the agency in the same ca] 
pacity. 


Barn Dance Has Sponsor | 

After eight consecutive years as a 
sustaining program, the national 
barn dance broadcast every Saturday 
night over WLS, Chicago, has been 
purchased by Wade Advertising 
Agency, Chicago, for use by Dr. Miles 
Laboratories to promote a new effer- 
vescent alkaline tablet, Alka-Seltzer. 


“ 2 
Now “Furniture West’ 
Furniture Reporter and Western 
Wood Worker and Furniture Factory, 
Seattle, Wash., have been merged as 


Furniture West. 
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KOTEX PROVES 
MOST POPULAR 
‘LOSS LEADER’ 


New York, Feb. 15.—Nationally ad- 
vertised merchandise is considered 
best suited for use as loss leaders by 
S85 per cent of department stores, as 
against 6.9 per cent for private 
brands and 15.3 per cent for un- 
branded goods, a study of loss leader 
selling by R. C. Hollander, reported 
in the current issue of Dry Goods 
Economist, reveals. 

The nationally advertised item used 
most often as a loss leader by depart- 
ment stores is Kotex, according to 
Mr. Hollander, who reports its use 
in 46.8 per cent of the cases studied. 
Other nationally advertised products 
featured in this way, according to 
popularity, include: 

Pepperell and Pecquot sheets; 
Coats thread; Palmolive soap; Gil- 
lette blades; Ivory soap; Paris gar- 
ters; Congress and Bicycle playing 


ecards; <A. B. C. perecale; Kleenex; 
Cannon towels; Lux soap; Ipana 
toothpaste. 

Nationally advertised products 


which are well up on the list for use 
as loss leaders, but which were not 
distinguished by brands, include 
toilet goods, hosiery, soaps, sheets and 
groceries. 

“Many interesting observations 
concerning the actual products most 
frequently used as loss leaders re- 
sulted from the questionnaire,” Mr. 
Hollander reports. “Listerine, for 
example, is commonly considered the 
‘classic example’ of loss leader sell- 
ing. Yet only one store listed this 
product. 


Loss May Be Too Great 


“Perhaps the explanation is that 
Listerine is more typically a drug 
store item than a department store 
item. More logically, it may be that 
Listerine already has been sold so 
often at a loss that the loss price has 
become the standard, meaning that 
further reductions would result in 
too great a loss for the store.” 

“The problem confronting the man- 
ufacturer in this connection is one 
of resale price maintenance,” Mr. 
Hollander believes. “His cry is that 
loss leader selling by retail stores 
tends to make the loss price the 
standard price, with resultant loss of 
profits for both parties. 

“Manufacturers are seriously ques- 
tioning the wisdom of investing 
thousands of dollars in national ad- 
vertising to create consumer accept- 
ance and product prestige, knowing 
that these very characteristics make 


_ their products the choicest prey for 
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the retail price cutters.” 

Discussing the attitude of depart- 
ment stores toward nationally adver- 
tised merchandise, Mr. Hollander re- 
ports that “two-thirds of all the re- 
porting stores stated that they wel- 
comed nationally advertised brands 
into their regular stock, while the 
other third of the reporting stores 
stated that they avoided such items. 

“Most of the latter explained that 
their reason for this attitude was be- 


' cause advertised brands were used 
' 


too much as specials, resulting in too 
small a profit on the item, as well as 
reduced sales of their own brands. 
Stores that welcomed advertised mer- 
chandise said that they did so mostly 
because of the bigger demand for such 
products, the smaller sales resistance 
and the prestige value of handling. 


Jig-Saws for Corsets 
The H. & W. Company, Newark, 


_N. J., maker of corsets, is distribut- 
_ ing jig-saw puzzles showing one of its 


products on a model to buyers visit- 
ing its New York showrooms. “They 
Fit,” the H. & W. slogan, provides 
a good tie-up with the puzzle. 


Agency Changes Name 


Midland Company of Indianapolis, 
Ine., has changed its name to Pet- 
tinger-LaGrange, Inc., and will spe- 
cialize in trade association advertis- 
ing. Bergen LaGrange is president, 
Gladys LaGrange, vice-president, and 
Charles J. Pettinger, secretary. 


Offices of “Christian 
Science Monitor” Moved 


The New York offices of Christian 
Science Monitor have been moved 
from 270 Madison Ave. to 500 Fifth 
Ave. The Chicago offices have been 
moved from the McCormick Bldg. to 
333 N. Michigan Ave. 

The new publishing house of the 
publication, in Boston, is rapidly 
nearing completion, and will be occu- 
pied by the mechanical departments 
within the next few months. 


Kwickorn to Brisacher 


The Los Angeles office of Emil 
Brisacher and staff has been named 
to handle advertising of Kwickorn 
Sales Company, Los Angeles. Radio, 
painted signs and outdoor posters are 
being used. 


Hanly Succeeds 
Wallace Ferry 
As Agency Head 


Kansas City, Mo., Feb. 15.—Elec- 
tion of officers of the Ferry-Hanly 
Advertising Company, necessary be- 
cause of the recent death of Wallace 
J. Ferry, president of the company, 
resulted in the naming of Clarence 
P. Hanly, vice-president, to the presi- 
dency, of James E. Stickney to be 
vice-president, and of Paul Luther 
to be secretary and treasurer. 

Bruce B. Brewer was elected vice- 
president and manager at the Kansas 
City office; Matthew Pierce, vice 


president with headquarters at the 
Chicago office where Charles Collette 
is manager, and H. M. Montgomery, 
vice-president and manager at the 
New York office. 

Mr. Hanly will continue to make 
his headquarters at the New York 
office, and Mr. Stickney at the Kan- 
sas City office. Mr. Luther has been 
with the company 13 years, as chief 
accountant. 


Four Accounts to Boyd 


Advertising of Sunland Biscuit 
Company, Roffy Light Company, 
Holly Chemical Company, and Cali- 
fornia Rendering Company, all of the 
Central Manufacturing District, Los 
Angeles, has been placed with Boyd 
& Co., Los Angeles. 


Women Entertain 


The Los Angeles League of Adver- 
tising Women assumed charge of the 
Valentine day luncheon of Advertis- 
ing Club of Los Angeles, Feb. 14. 
Artists from the National Orange 
Show provided entertainment. 


McNeill Rejoins Agency 


Austin E. McNeill, at one time with 
Emil Brisacher and Staff, San Fran- 
cisco, and more recently with the 
Pacific coast edition of Wall Street 
Journal, has rejoined the agency 
staff. 


Avey Starts Agency 


John Richard Avey has opened an 
advertising and sales development 
office at 109-A W. Fourth St., Tulsa, 
Okla. 


N HOUR AGO a pleasant young man 
rang the doorbell of Mrs. Ephriam 
Erk and introduced himself as a sales- 
man for Suckitup Vacuum Cleaners. 
He asked permission to demonstrate 
the new Model D. 


The interview was a pushover. Mrs. Erk 
was delighted with the way the Model D 
ate a rosy pathway across her dust- 
dimmed rug. It took to dust like a 
thirsty stevedore to gin. And when the 
salesman said the Model D was hers 
for a down payment of $3.67, the last 
remnant of Mrs. Erk’s sales resistance 
collapsed. She made the first payment 
and the salesman left happy. 


For an hour now, Mrs. Erk has been 
running the Model D for pure pleasure. 
But in the midst of her revels, the front 
door opens, and there appears before her 
on the carpet something no vacuum 
cleaner has ever succeeded in removing. 
The shadow of a man. 


Specifically, Mr. Erk has come home. 
Like most husbands, Mr. Erk cherishes 
the belief that he is a born engineer. At 
least he knows enough to fool Mrs. Erk. 
He is an indulgent husband, and his 
attitude is that if his wife wants a vac- 
uum cleaner she shall have it—but not 
the Suckitup make . . . Look at those 
bearings, he sneers. And imagine a 
cleaner whose motor will run only on 
D. C. Doesn’t Mrs. Erk realize their 
new home will have A. C. current? 


Thus Mr. Erk has no trouble at all in 
persuading Mrs. Erk that a different 


NO VACUUM CLEANER CAN PUT 
A SHADOW IN THE BAG 


cleaner, the Snapitoff, would be cheaper, 
lighter, and more efficient. As a result, 
when the Suckitup salesman calls for 
Installment No. 2 he gets his vacuum 
cleaner back instead. 


This story is founded on sober fact. 
Vacuum cleaner manufacturers were 
among the first to discover the power of 
the masculine shadow behind the femi- 
nine buyer. That’s why so many of them 
have salesmen call in the evenings, when 
husband and wife can be found together, 
and both can be sold at once. Hard ex- 
perience teaches that such sales are more 
often permanent than sales made to the 
wife alone. Could there be any more 
convincing evidence of the power men 
wield over purchases made by women? 


Therein lies the importance of Red- 
book—one of the so-called Family 
Group magazines. Every thousand 
copies are read by 1480 women and 1420 
men. And it actually costs 30% less 
to reach the whole family —women plus 
men—through Redbook than it does 
to reach one sex alone through other 
media. Put your advertising where men 
can see it too! 


Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, New 
York City. 
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Gillette and Segal | 
Sell Cheaper Blades 


Gillette Safety Razor Company is 
marketing “Truflex” blades, two for 
ten cents, to meet “bootleg” competi- 
tion in the industry. No sales promo- 
tion will be put behind the new pro- 
duct. 

Segal Safety Razor Corporation is 
also offering a lower priced blade. 
This company’s new product has four 
shaving edges and sell two for 15 
cents. 


Insurance to Mayers 
Advertising of Pacific Mutual Life 
Insurance Company of California has 
been placed with Mayers Company. 
Los Angeles. Newspapers in princi- 
pal Pacific coast cities will be used. 


Named for Insulation 


The Insulation Division of Stand- 
ard Lime & Stone Company, Balti- 
more, Md., has placed its advertising 
with Van Sant, Dugdale & Corner, 
Inc., Baltimore. 


Hl i 
Bradsttee S 


Week 
Founded in 1868 


Numbers among its 
readers a higher per- 
centage of key execu- 
tives than any other 
publication in the world. 


* 
Published by 
The Bradstreet 
Company || 


148 Lafayette Street 
New York 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK - 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


224444444444 


-Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


JANUARY LINEAGE IN FARM PAPERS 


Monthlies 1933 Issues* 1932 Issues* 
See GOUEUOONED cc kccdccocceceecsss 12,946 x 15,227 
Tg A re ee eee 9.165 i 8.544 
Successful Farming ........... 9,083 _ 10,327 
Progressive Farmer & Southern Rur: alist: 

Carolinas-Virginia Edition ........... 8,599 12,973 2 

Georgia-Alabama Edition ........... 7,568 11,580 2 

Mississippi Valley Edition ..... 7,324 “~ 11,490 2 

MORRO TIPEIOR aciscccsocice 7.052 ‘ 10,950 2 

Kentucky-Tennessee Edition ..... 7,012 12,136 2 
ey NO: ich Ga yeh a ho ee a0 able 8,464 12,071 
California Citrograph .............. 15,726 
Se I ow we ek sb been bee 60 e's 9.439 
Farm Journal : setende 8,108 
Southern Agriculturist 2s heKenbe oan wee 5.488 : 
Southern Planter .....6ccccccccsvcses 7,266 2 
Breeder's Gazette .. 5,717 
Western Farm Life ............. 5,752 2 
Wyoming Stockman-Farmer 3,305 
The Bureau Farmer ......... 2,471 

Semi-Monthlies 
Hoards Dairyman .............. 6,282 ba 6,979 
Farm and Ranch ........ 6,016 10,106 
IE CN ci le kee Sno e 5,915 4,295 
Oklahoma Farmer-Stockman ........... 5,740 ; o.848 
Indiana Farmer's Guide...... 4,912 : 8,076 
Kansas Farmer-Mail & Breeze 5,602 5 5,599 
ee cdepelcnaxedess 3,557 : 5,212 
Arkansas Farmer ............ 3,455 r 5,531 
Montana Farmer ............e.e.e000. 2,979 6,32 
Missouri Ruralist 2,868 8 5,879 

Bi-Weeklies 
Pennsylvania Farmer ............. . 10,983 2 20,213 2 
Wallaces’ Farmer and lowa Homestead. 10,086 2 13,440 2 
New England Homestead .............. 9,718 2 16,084 
American Agriculturist ........ 8,938 2 14,782 2 
Prairie Farmer: 

Se er ee 8,479 2 11,261 2 

ee SN ie.s eas wa eene es vos ao 7,719 2 12,492 2 
Nebraska Parmer ..... sc ccccccccccsecs 8,442 2 13,590 2 
The Farmer and Farm Stock and Home: 

POO BEUUEENE pcs se ecavediewsdeess 7.889 2 15,532 2 

Dakotas-Montana Edition ........... 7,101 2 13,113 2 
ee ac bbse 54 eek OW 6.4559 7,248 2 13,559 2 
pT DS »,318 2 10,490 2 
Wisconsin Agriculturist and Farmer »,126 2 12,393 2 
SS INO vn deo to 665.0064 6.8 0000084 4,315 1 9,654 2 
American Agriculturist: 

Local Zone Advertising 

Be GENE iho eebs 020500486 00000-08 728 2 1,456 2 

i . .iu bod. Sv ks eK PEGs hn keES 392 2 cua an . 

PE: 62ictatavibaneies ndseebod eae 392 2 DRS 2 

We eh AokeencaWnd adhe vs 392 2 392 2 

PE <<. 25 scecsee00 ee beans eee 364 2 1,888 2 

I irie. i coSiciary bd. aus OOS 6 Here 364 2 728 3 

Ea hari Sy Wie P ahem) 6 a ek be eS 8'D 220 2 224 2 

ee ee Ce eee ee rere é 539 2 

EE 3s suvdiwaa bdSG be OL Gaw eG eee 392 2 

PE ScuCue ee ise Dap her &gnwad snes ees 224 2 

Weeklies 
Weekly Kansas City Star: 

PN NEED, 6.59.00.0.0 RSs 59005. 008 16,063 4 12,684 4 

Arkansas-Oklahoma Edition ......... 16,063 4 12,622 4 

eC Ce oe 5 iaKe skeen teed 16,007 4 13,626 4 
eR a ee rer 13,567 4 22,441 5 
i ere 13,387 4 21,773 5 
en) Ci a 6 ok Sah Cele ven Se Oso Rae 10,513 4 7,395 5 
Cee E, TOWECIWREOP occ cece cccccce 10,451 4 22,168 5 
Semi-Weekly Farm News: 

SR ee ee ee 8,904 5 6,207 4 

BP EINER, on.a. 0 6-8 :0:6.0 4 se WGKA wees 4,889 4 6,648 5 
BS ere 7,646 4 11,157 4 
RE Sins, ae. &-5-8 Ss Wie Oke ae a OOS 6,835 4 9,203 4 
SE SE 6s 6 5 wk ob. 0056 48:40 oS 084% 6,742 4 10,607 4 

«. 2,461 ~ 5 4,703 5 


Dairymen’s League News ............ 


*Discrepancies between these columns for 


1932 and 1933, except in the 


case of weeklies, are explained by changes in frequency of issue of the publi- 


cation involved. 


Advertising Record Company. 


Continuities of 


Child Programs 


Cause Protests 


Chicago, Feb. 14.—Sponsors of ra- 
dio programs designed especially to 
appeal to children are closely watch- 
ing the trend of comments from par- 
ents, educators and others which are 
being reported in lIecal papers, pro- 
testing against the current vogue for 
“blood and thunder” continuities in 
these programs. 

Commenting editorially on these 
criticisms, Chicago Daily Netcs re- 
ports that “an adult revolt seems 
brewing.” 

Not Profitable 

“Theorists may differ as to the 
harmful effect such entertainment 
may have on the immature, beyond 
a temporary overstimulation and a 
crowding out of better provender for 
thought and emotion,” the paper 
says. “It is certain, however, that 
aithough it may profit the sponsors 
of the programs, it contributes noth- 
ing desirable to the mental equip- 
ment of the child; and if it alienates 


DIRECT TO 
THE HOME 


(2) Proven ability to deliver thorough 


BIG 


MEANS DIRECT RESULTS. 


rect-to-the-home makes it especially productive in the Chicago market. 
We offer you (1) Experienced help in planning and timing your campaign, 


ting dealer cooperation. Write for our Chicago survey—''The Market, Chicago.” 


ADVERTISING CARRIERS 


The convincing appeal of 
advertising delivered di- 


coverage, and (3) Effective aid in get- 


20 EAST 8*'* ST. CHICAGO 


adult approval obviously it will not 
long profit the sponsors. 

“It is to be regretted that ne 
of so dubious a sort should be used 
when there is a vast reservoir of 
heroic deed and stirring adventure, 
of whimsical fancy and magic won- 
der, on which to draw for children’s 
programs. In days when crime is a 
social problem of the first magni- 
tude, feeding crime thrills as leisure 
time enjoyment to infant minds is 
surely to be deprecated, and good 
homes are justified in resenting an 
invasion of the undesirable so easily 
made and so difficult to prevent. 
Moreover, to provoke such _ resent- 
ment scarcely can be wise business 
policy.” 


Forbes Named to Head 
Californians, Inc. 


John J. Forbes has been named 
president of Californians, Inc., San 
Francisco, community advertising or- 
ganization, succeeding Walter H. Sul- 
livan, who becomes chairman of the 
board. John Cuddy remains as man- 
aging director, and other officers in- 
clude Colbert Coldwell, L. W. Harris, 
and P. H. Patchin, vice-presidents; 
F. G. Willis, treasurer. and F. J. 
Reagan, secretary. 

The 1933-34 appropriation of the 
organization has not yet been set. 
Last year more than $107,000 was 
spent on advertising. 


Kapland Monde Club 


Mitchell Kapland, head of Gross, 
tandall & Kapland, has been elected 
president of Hartford, Conn., Adver- 
tising Club, succeeding Edwin B. 
Cotton, who resigned. 


Bennett Leaves Agency 


C. Ralph Bennett, for the past three 
years chief copy writer with Keelor 
& Stites Company, Cincinnati, has re- 
signed. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


_ HELP WANTED 
WANTED—Information as to con- 
cerns interested or that can be in- 
terested in modern packaging in 
bakelite and other moulded com- 
pounds. P.O. Box 151, Trenton, N. J. 


POSITIONS WANTED 


CREATIVE ARTIST—Ten years’ 
experience agency, engraving and 
printing house—layouts, comprehen- 
sives for national advertising—know 
reproduction processes, mail order, 
direct mail. A-l pen and ink. Sal- 
ary in line with present business con- 
ditions. Collins, 37 E. Oak, Chicago. 

AGENCY BOOKKEEPER—Assist- 
ant space buyer. 12 years’ diversi- 
fied business experience. Last 3% 
years with an advertising agency. 
Graduate accountant. Knowledge 
stenography. Adaptable. Efficient. 
Desire position in New York City. 
Box 275, ADVERTISING AGE, New York. 

AUCTION! Five-in-one bargain! 
Copywriter, solicitor, editor, contact 
man, feature writer, now on the 
block. Needs job badly. Salary in 
your hands. Box 274, ADVERTISING 
AGE, New York. 

AVAILABLE AT ONCE — Thor- 
oughly experienced salesman, sales 
executive. Offset printing—Advertis- 
ing art—Photo engraving—Mechani- 
cal and Direct by Mail advertising. 
Ten years in Indiana and Michigan 
territories with large personal fol- 
lowing. Box 273, ADVERTISING AGE 
New York. 

- ARTIST—Versatile. Layouts and 
finishes. Formerly art director New 
York and Chicago agencies handling 
national accounts. Also direct mail 
experience. Unusual background in 
photography and engravings. Will 
leave Chicago for suitable connection. 
Box 259, ADVERTISING AGE, Chicago. 


ing unusually high type of assistant. 


Salary secondary. Box 270, Apver- 
TISING AGe, Chicago. 
~ AGENCY — MANUFACTURER — 


Young man 29, eight years’ agency 
experience, knows markets and pub- | 
lications, would like to help mfegr. 
with sales problems, or agency hal 


needs media man. Go anywhere. 
K. G. Heft, The Procter & Collier 
Co., Cincinnati, Ohio. 


ty 


Des Moines Aieienitana 


Club Gridiron Dinner 


The tenth annual Gridiron Dinner 
of the Des Moines Advertising Club, 
an event of city-wide interest, will be 
held March 7. Dick M. Vawter is 
chairman of the ticket committee. 

The show which is the principal 
attraction of the affair promises to 
be spicy. “Many things have hap- 
pened the past year which clamor for 
attention in the gridiron,” said E. A. 
McClenahan. ‘We regret very much 
airing anyone’s personal or business 
foibles, but the gridiron must go on.” 


Introduce Chain Tax 

Under provisions of a bill intro- 
duced into Rhode Island house of rep- 
resentatives, all chain stores except 
gasoline stations would be taxed $5 
tor each store up to 30, with stores 
over that number being taxed $150. 


Advertising Men Meet 


Midwest Advertising Managers’ As- 
sociation held its semi-annual meet- 
ing in Kansas City, Mo., Feb. 12-13, 
with 30 representatives of 18 publica- 
tions in attendance. 


REASONS WHY— 
ARCHITECTURE is your specification insurance. 
1. It is voluntarily subscribed to by 
architects who have work on their 
boards and whose work is always 
an example worth following 
2. Its subscriptions are on a one year 
basis—no dead wood carried beyond 
activity 
3. More architects will read and use 
ARCHITECTURE in 1933 than in 


1932 
4. Highest percentage of buying | 
power. | 
Your Advertising Dollar Goes Further 


ARCHITECTURE | 
Leading Professional Architectural Journal || 
Published by Charles Scribner’s Sons 
597 FirrH Ave. New York City 


ART DIRECTOR, BUYER, visual- 
izer; formerly with two large 4A 
agencies conceiving selling advertise- 
ments, all types, including national; 
26, married, responsible, refined, 
Christian character, wishes connec- 
tion. Box 266, ApverrisInc AGr, New 
York. 

EDITOR of what has been termed 
the foremost business executives’ 
magazine; previously edited promin- 
ent trade papers; experienced in ad- 
vertising, publicity, sales manage- 
ment, association work; valuable 
contacts; university man, thirty-one, 
married. Box 267, ADVERTISING AGE, 
New York. 
~ THOROUGHLY EXPERIENCED in 
all ramifications of advertising work, 
publicity, sales promotion, this man 
possesses unusual qualifications. Has 
evidence of remarkable accomplish- 
ments in leading companies. Knows 
markets, media. Broad experience 
with advertisers, publishers, agency. 
Welcomes problems. Has been ex- 
ecutive and assistant to busy execu- 
tives. Splendid record. Excellent 
references. Fine education. Reason- 
able salary. ADVERTISING AGE, Box 
268, New York. 

PUBLISHERS’ REPRESENTA- 
TIVE. Are you looking for repre- 
sentation in New England? I have 
established valuable contacts in this 
territory and therefore can help in- 
crease your New England lineage. 
Box 272, ADVERTISING AGE, New 
York. 

~ SECRETARY - STENOGRAPHER 
desires position with agency or pub- 
lication; ten years intensive training 
in both branches, having full charge 
of office; capable; efficient; pleasant 
personality; knowledge of bookkeep- 


ing, switchboard. Oxcellent refer- 
ences. Box 271, ADVERTISING AGE, Chi- 
cago. . 

~ LARGE COMPANY RETRENCH- 
ING—Exceptionally competent pri- 
vate secretary, well versed in all 


phases of merchandising, advertising, 
promotion and exacting business, is 
available to Chicago executive seek- 


This Is Brand New 
Th 


STANDARD ADVERTISING 
REGISTER 


Arranged by 
PRODUCT GROUPING 


GEOGRAPHICALLY 
You Can Have Your Choice 


This highly regarded aid to advertising 
solicitation is at your Service. 


CONSULT OUR NEAREST | 
OFFICE 


j|| National Register Publishing Co. 
EASTERN OFFICES 


853 Broadway. New York 
7 Water St., Boston 


WESTERN OFFICES 


140 So. Dearborn St., Chicago 
235 Montgomery St., San Francisco 


WHE LARGEST. 
PHOITO-ENGRAVING 
© RGANIZATION 
IN CHICAGO 2 


| 
BBS 


MAKERS OF FINE 
PRINTING PLATES 
IN BLACK OR COLORS 
rin 


| and © R | 
ENGRAVING COMPANY 


817 W.WASHINGTON BOULEVARD 
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ADVERTISING AGE 


RECORD VOLUME 
IS ACHIEVED BY 
BAYUK PHILLIES 


Price Cut and Advertising 
Boost Cigar Sales 


Philadelphia, Pa., Feb. 


16.—Reduce- 


tion in the price of Bayuk Philadel- | 
familiarly | 
known to cigar smokers as Bayuk | 
Vhillies, from ten to five cents, and | 


phia Perfectos, more 


an excellently co-ordinated advertis- 
ing and merchandising drive is re- 
sulting in the breaking of all volume 
records by Bayuk Cigars, Inc. 

Believed to have been the largest 
seller among ten cent cigars in the 
peak year, Bayuk Phillies shipments 
in January of this year were approxi- 
mately thirteen times as great as 
those of last year, and it is asserted 
that shipments for 1933 to date al- 
ready exceed shipments on _ this 
product for the entire year of 1932. 

Although much of the credit for 
this unusual record is given to the 
cut in price, officials of the company 
agree that advertising and merchan- 
dising methods have played an inval- 
uable part in developing sales. 

Large space ranging from 960 to 
420 lines is being used on a twice-a- 
week basis in mass newspapers from 
Boston in the east through the mid- 
dle Atlantic states and west as far as 
Buffalo and Indianapolis — points 
where Bayuk distribution is strong- 
est. About 175 newspapers are being 
used in towns of 10,000 population 
and up. 


All Material Co-ordinated 


Lithographed posters featuring the 
slogan “Over a Billion Sold at 10c— 
Yours Today for 5c” were supplied to 
dealers for store use and are proving 
well worth while. One of the most 
effective merchandising aids is a 
blue strip pasted over the lower half 
of the inside lid label on all cigar 
boxes. This is done in imitation of 
hand lettering and features a similar 
slogan: “Millions of Men Gladly Paid 
10c—Yours Today for 5c.” A smaller 
blue tag on the front of the box 
reads: “They Said It Couldn’t Be 
Done But Bayuk Did It—Now 5c.” 

These point of sale appeals are re- 
garded as especially important. Be- 
sides influencing many purchasers, 
they have been largely responsible 
for getting many dealers to put the 
open Bayuk boxes atop counters 
within easy reach. 

All advertising lays stress on the 
tact that the cigars are unchanged in 
any way from the “good old days” 
when they sold for ten cents. Many 
of the newspaper advertisements 
bear a boxed guarantee to this effect 
—an important point considering 
that a skeptical public has learned 
to view many price reduction moves 
with distrust from a quality stand- 
point. 

A feature of the newspaper adver- 
tisements is the unusually lifelike 
halftone reproductions of cigars 
wrapped in cellophane—a bugaboo 
that has haunted many advertising 
agencies placing cigar accounts. 
These are prepared by a new method, 
the result of four months’ experi- 
mentation with different types of art- 
work and engraving. 

An interesting fact pointed out by 
Neal D. Ivey of McKee & Albright. 
Philadelphia agency handling the 
account, is that sales of Bayuk Phil- 
lies have not interfered unduly with 
those of higher priced brands of 
cigars made by the same company. 


3c Cigarette Tax 
The lower house of the Oklahoma 
legislature has voted to levy a tax of 
three cents on each package of 20 
cigarettes sold in the state. 


Issues Attractive Folder 


Howard Paper Campany, Urbana, 
O., has issued an unusually attrac- 
tive portfolio showing specimen let- 
terheads and envelopes. 


MAKING MONKEYS OF ITS COMPETITION 


can't copy Phillips 66 results 


HAT has made Phillips 66 the most talked about 

gusoline in the industry? Why has Phillips 66 
achieved the fastest and mom sensnonal success ever 
secorded in the history of moor fuels? 

How bas Phillips 66 made cremendous sales gains in 
the face of srongly entrenched competinon, ia « period 
of distinctly unfavorable conditions? 

What Is the Answer? \t isn't Phillips advertising . . . 
because others have already umutated ous claims and even 
our phrases. It isn’t the courteous service of Phillips 
driveway salesmen .. . because all service sation men are 
trained to be prompe and helpful. 

So common sense tells you that che answer lies ia something 
that can't be copied... ln che dramatic and ousanding results 
piven by Phillips 66, the greater gasoline 

‘You actually faa she differencr the very fret dime you sep oo 
the marer. Whiree! In « fraction of « second, even « cold 
qanky engive bums into acnon And it is smooth, spurreriess 
action. Touch che gas... and you're away io 6 flash wich « 


aod gecewey 


backing the searement uj 


genuine thnil of extra power and tespunse. Improved pick-up 


Yes, sist No question sbour it, once you have felt that 
Afferens! You get far finer 
with the hones high cest of Phillips 66. Aad is it bgb? Right 
gow, Phillips 66 gravity rages from 65.6 to 80.5°. 


tankful of genuine Phillips 66 at che Orange and Black 66 shield 


from old cas of oew, 


clauning ext 
p wich oumbers like chese. Remember, 
In guociing, volatiity la that quality which maha 


"HIGHEST TEST" 


at the price of ordinary gasoline 


Phillips Petroleum Company is using large newspaper space to stress 
its newest echiovement, controlled veratitty. 


enema Tile 


Sells Roses for 
Florists’ Group 


Worcester, Mass., Feb. 15.—Flor- 
ists of this community achieved the 
remarkable record of selling 2,000 
dozen roses Feb. 4 through following 
an unusual drive planned by Otis 
Carl Williams Advertising Agency. 

An advertising fund of $400 sub- 
seribed by 23 participating florists 
started the drive Feb. 1 with all ice 
trucks in the city carrying a large 
colored banner reading “Spread hap- 
piness with Roses;” while a similar 
message appeared on florists’ trucks, 
in the newspapers and over the radio. 

The Saturday drive was preceded 
by large advertisements in the news- 
papers the day previous, and by spe- 
cial tie-up material in florists’ win- 
dows. Downtown florists spent 20 
minutes each Saturday morning dis- 
tributing rose bud boutonniere in 
stores, restaurants and banks. 

Although the fund subscribed is 
sufficient to carry on an _ entire 
month’s campaign, it is said that 
profits from sales on the one day have 
already exceeded the total expense. 


Spot Broadcasts 
To Be Used for 


Floor Preserver 


Detroit, Mich., Feb. 16—A nation- 
wide series of spot radio announce- 
ments, starting March 15, will intro- 
duce “Synthocote,” a preparation to 
“keep linoleum looking like new.” 

Manufactured by Detroit White 
Lead Works, under the trade name 
of “Rogers,” the product will be mer- 
chandised through hardware, paint 
and department stores. Extensive 
window displays, show cards, counter 
cards and posters will constitute the 
point-of-purchase advertising tie-ups. 

Henri, Hurst & McDonald, Inc., the 
Chicago agency in charge, will start 
a test newspaper campaign with the 
Detroit News the last two weeks in 
February. Copy will emphasize the 
qualities of the product that puts a 
hard, smooth, glossy finish on lin- 
oleum, which makes scrubbing un- 
necessary, and lengthens the lin- 
oleum’s life. Price will also receive 


prominent mention, the package sell- 
ing for less than $1. J. V. Carr is 
general sales manager. 


George McKenney 
Kansas City Club 
Founder, Is Dead 


Kansas City, Mo., Feb. 15.—George 
F. McKenney, one of the founders 
and a past president of Advertising 
Club of Kansas City, died at his 
home here yesterday. 

He was an ardent believer in the 
truth in advertising movement, and 
supported the movement in every 
way, serving as president of the 
board of directors of the local Better 
Business Bureau when it was or- 
ganized, and as advertising counselor 
for the Bureau during the past few 
years. 

Mr. McKenney organized and be- 
came president of Bishop Press 
shoruly after coming to Kansas City 
some 30 years ago, and subsequently 
published the Missouri Dailies at Ex- 
celsior Springs, Mo. He is survived 
by his widow and one son. 


New Type of 
Display Case 
Is Introduced 


Cleveland, O., Feb. 15.—A unique 
idea in display cases is being intro- 
duced by the Bar-Mor Corporation, 
1022 Leader Bldg., for use in bus and 
railway stations, hotel lobbies, etc. 

The cases, which come in two 
sizes, are divided into 29 different 
compartments, some of which may 
be used for actual displays of mer- 
chandise, some for colored trans- 
parencies, some for flashing colored 
slides on a screen, ete. Also in- 
cluded are an electric clock, and slots 
for time.. tables, city guides, and 
other literature. 

Arrangements have already been 
completed for placing these cases in 
city terminals of the Greyhound Bus 
Lines. Local and national advertis- 
ing is accepted, displays being 
changed monthly. 

Officers of the newly organized 
company include C. Eugene Moore, 
president; O. F. Bartlett, secretary 
and treasurer, and C. L. Jewell, vice- 
president. 


Organization of 
New Marketing 
Group Completed 


Chicago, Feb. 16.—General Market- 
ing Counselors, Inc., a new market 
consulting and research organization, 
through which the services of a num- 
ber of well known market analysts 
and research workers in various sec- 
tions of the country will be made 
available to advertisers, agencies and 
publishers, has completed organiza- 
tion. 

Offices of the organization are 
maintained at 919 N. Michigan Ave., 
Chicago, 330 W. 42nd St., New York, 
and in Milwaukee and Des Moines, 
Ta. 

Associated with the New York 
office are Jean F. Carroll, formerly 
director of the bureau of market an- 
alysis of Meredith Publishing Com- 
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Other Offices 


The Chicago office is in charge of 
Hugh A. Doney, recently with the 
bureau of market analysis of Mere- 
dith Publishing Company, and C. A. 
Baumgart, formerly advertising sales 
manager of Successful Farming. 

Paul W. Stewart, formerly with the 
Department of Commerce, is in charge 
of the Milwaukee office, and the Des 
Moines office is under the direction 
of J. T. Miller, formerly with the 
Meredith bureau of market analysis, 
and John R. Stockton, until recently 
professor of marketing at Drake Uni- 
versity. 

A group of authorities on special 
phases of market research is retained 
by the organization as a consulting 
staff, and resident field investigators 
are also available in 100 leading 
cities. 


Coming 
Conventions 


Feb. 21-22. Inland Daily 
sociation, Chicago. 


Feb. 22-24. Third annual direct 
mail exhibit and conference of direct 
mail departmental, Chicago Adver- 
tising Council. 


Feb. 27-28. Rotogravure Advertis- 
ing Association annual meeting, New 
York. 


March 7-10. Third Packaging, 
Packing and Shipping Conference, 
Clinic and Exposition, New York. 

May 20. Annual meeting Advertis- 
ing Affiliation, Niagara Falls, Ont. 


June 18-21. Annual meeting, Pa- 
cific Advertising Clubs Association, 
Sacramento, Cal. 


June 25-30. Annual meeting, Ad- 
vertising Federation of America, 
Grand Rapids, Mich. 


Press As- 


Sept. 11-14. Financial Advertisers 
Association, New York. 
July 9-10. Annual meeting, Ad- 


vertising Distributors of America, St. 
Louis. 


Sept. 24-26. Mail Advertising Serv- 
ice Association, Chicago. 


Sept. 25-27. Insurance Advertising 
Conference, Chicago. 
Sept. 27-29. Direct Mail Advertis- 


ing Association, Chicago. 


Oct. 8-10. First District, Advertis- 
ing Federation of America, Worces- 
ter, Mass. 


Barnes Wins Promotion 


William V. Barnes of the San Fran- 
cisco office of Verree & Conklin, Inc., 
newspaper representative, has been 
appointed Pacific coast manager for 
the organization. 


honest belief that our 


° 
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P rice: Organized in 1930. The Photo Engravers 
are not handicapped by accumulated overhead 
charges, “Whoopee Era” 


rents or habits. It is our 
price is the lowest for 


work of comparable quality. 


. 
7 
Quality: At the end of January we show 


more orders in the shop, more customers on the 
books and more work billed than anytime in our 
history. That we have increased our customers 
against the trend is, we believe evidence 
of the high standards to which we adhere. 


e 
. 
Service ® Our plant is completely equipped and 


modern in every respect. Our representatives have 
a thorough knowledge of the business and are 
able to make promises, and know that skilled men 
eager to cooperate will back them up to the minute. 


THE PHOTO 


ENGRAVERS 


@ We have a very useful 
pocket slide rule for quick- 
ly figuring reductions and 


THE PHOTO ENGRAVERS, Inc. 417 N. State St., Chicago, Ill. 


| accept, send me a slide rule, without charge or 
obligation of course. 


Name. 
enlargements. If you are 
in the Chicago Territory | Address 
it is yours for the asking. | Cjty 
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PHOTOGRAPHIC 
REVIEW OF THE 


WEEK 


Visitors to the special General Motors exhibits in New York and 
Chicago marvelled at this and eight companion murals, as well as at 
the new automobile models. The murals, six by twelve feet, are 
executed in inlays of rare and exotic woods, and were conceived 
and created by George Wittbold, prominent Chicago florist. 
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Capitalizing on the popular "Believe it or not" newspaper feature, this window display for Health Prod- 
ucts Corporation, produced by Einson-Freeman Company, has unusual attention value. 


FOR PING-PONG 


ee ee ne 


Spirited competition for this hand- 
some trophy donated by Under- 
wood and Underwood is promised 
in the advertising ping-pong tour- 
nament which will be played in 
Chicago next week. 


(Right) View of Century of Prog- 

ress structure by Eugene Friduss, 

for Abbott Pek He 2 wl which 

was shown at Chicago art direc- 
tors’ club exhibit. 


PORTRAYS CONSUMERS’ INTERESTS 


Called an outstanding example of a new trend in package design 
which is based on consumers’ interests, as well as esthetics, this | 
Indian package was created by Martin Ullman, New York, for 

Standard Crayon Manufacturing Company, Danvers, Mass. It will | 
be one of the many examples of packaging art to be shown at the 
packaging, packing and shipping exhibit in New York, March 7-10. | 


This spacious and attractive sample room, designed to show the complete line of A. Stein & Co., is 
part of the company's new home at 330 W. 34th St., New York. 
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